











and 


EVERY TIME! 


| EVERY TIME | you want one sale to lead to another... 


| EVERY TIME | you want to increase satisfaction as you increase sales . . 


the answer's M4 4.,0¢)) Mit mal 


| EVERY TIME | you want to feature a flavor that's excitingly different in its 
zestful, tangy goodness ... the answer's MES 4.0) Burm att 


| EVERY TIME | you use this superior (2-0z. goods with color) concentrate . .. 
you're assured of flavor that’s honest-to-goodness | LEMON and LIME | 


| EVERY TIME | you count your profits .. . you'll realize there’s a bonanza 
in every bottle of this Meade) ML eae 


For a quality- proved LEMON and LIME concentrate, 
there's only one choice 


EVERY TIME! 


THE SYRUP PRODUCTS COMPANY 


“Seruing the battler since 1915" 7 Baltimore 2, Maryland 
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Alexandria Coke Drops to $1.00 
( OCd ( ola 


Louisiana 


Bottling Company of Alexandria, 
the first Coca-Cola bottler in the nation 
to raise to $1.40—last month reduced its wholesale 
price to $1.00. (For a complete discussion, see 
Story of a $1.40 Price—and Why it Failed,” page 


16 ) 


Oklahoma Bottlers Moving Up; 
Ponca City Goes to $1:20 


The move to price-for-profits spread throughout 
many areas in Oklahoma last month 

In Ponca City, Coca-Cola, Seven-Up, Royal Crown 
Cola and Double-Cola announced a wholesale price 
boost to $1.20. Pepsi-Cola in Enid, Kist in Still- 
water, and Dr. Pepper in nearby Arkansas City, 
Kansas, also participated in this action 

In Alva, all bottlers including Coke went to 96¢ 
This followed by a week a similar increase by all 
plants in Tulsa, with the exception of Coca-Cola. 

A. J. Bogart, head of the Coca-Cola operation in 
Ponca City, told N. B. G. that the new $1.20 price 
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is ‘doing as well as expected so far.” He said that 
single bottles are now retailing for 10c; cartons 
for 40c, and a case for $1.50 (plus deposit) 


Up-Price-Thru-Tax Spreads to 
Several States 


The idea of forcing a price increasé through bev 
erage taxation is now being strongly considered by 
groups of bottlers in several states, it has been 
learned by N. 
has already been proposed to the Governor of Ten 
nessee (see “Tenn. Drink Tax Rocks South,” Novem 
ber N. B. G.), and in a few other states in the 


B. G. A carbonated beverage tax 


south, mid-west and north, the idea is currently 
being loudly discussed. (See editorial, “A Danger- 
ous Adventure,” page 15.) 


Cut Aluminum Use 35%; 
Tin Reporting Ordered 


A 35 per cent reduction in civilian aluminum sup- 
plies was ordered last month by the National Pro- 
duction Administration through issuance of NPA 
Order M-7. Effective January 1, producers will not 
be permitted to use more than 65 per cent of the 
monthly average amount consumed for civilian pur- 
poses during the first six months of this year 

As a result of the new order, producers of ma- 


chinery employing aluminum may be required to 


substitute other materials. Production of aluminum 
items having no long-established production record 
upon which to base a quota—beverage cases for ex 
ample—may be greatly curtailed. 

The aluminum order sets the pattern, it is be- 


lieved, for other orders which will soon deal with 





cobalt, tungsten, manganese, zinc and copper. As a 
preliminary to possible control of tin, NPA on 
November 15 issued Order M-8 directing tin-con- 
suming industries to file monthly reports of con- 
sumption and stocks on hand. While not applying 
to finished crowns, the order restricts amounts of 
tin which may be accepted for processing by crown 
manufacturers. 


More Anti-Soft Drink Publicity: 
This Time Colas Are Target 

A New York City newspaper, ‘“The Daily Com- 
pass,” last month front-paged a feature story pur- 
porting to show that cola drinks “chew up” teeth 
enamel 

The “Compass” said that a Cornell University 
professor told a special Congressional Committee 
that human teeth left in ‘a cola beverage” for two 
days started to soften and dissolve. The report im- 
plied that the story was withheld from the news- 
paper-reading public because most newspapers carry 
cola advertising 

The story added that phosphoric acid, an ingredi- 
ent in cola drinks, “is strong enough to make colas 
as acid as vinegar—though it is masked by the sugar 


and it can dissolve iron nails and limestone.” 


ABCB Ask Higher Sugar Quota 
To Assure “Reasonable Prices” 


Soft drink bottlers will need 1,092,138 short tons 
of sugar next year, 10% more than in 1950, an 
\.B.C.B. spokesman declared last month at a hear- 
ing in Washington to determine at what level the 
Secretary of Agriculture shall set the permitted 
supply of sugar for 1951, as he is required to do 
under the Sugar Act of 1948. A.B.C.B. also joined 
with other industrial users in filing a brief recom- 
mending that the estimate of U. S. requirements for 
all purposes in 1951 be set at a minimum of 8,700,- 
OOO tons, raw value 

By fixing the initial 1951 sugat determination at 
8.7 million tons,” said Wilbur H. Glenn, Columbus, 
Ga., chairman of A.B.C.B.’s Special Sugar Commit- 
tee, “domestic and industrial consumers alike would 
be assured of adequate supplies at reasonable prices. 
There would be a backlog of supplies in inventory 
to serve as a cushion in the event of interrupted de 
liveries, and by having adequate supplies available, 
the public would be protected against scare prices.” 

Mr. Glenn labeled the price-factor provisions of 
the Sugar Act of 1948 “a hazardous yardstick,” and 
urged the Secretary of Agriculture to “calculate 1951 


requirements realistically and with less emphasis on 


4 


price.” He pointed out that during the last three 
years there has been much testimony by sugar pro- 
ducers urging that initial quotas be set below the 
requirement level actually anticipated for the coming 
year “as a means of forcing a rise in the price of 
Sugar. 


Soft Drink Dollar Volume Lags 
Behind Beer, Coffee, Liquor 


Beer, distilled spirits, coffee and soft drinks last 
year accounted for approximately 6c out of each 
$1.00 the typical consumer spent. However, less 
than ic of this six-cent sum was garnered by soft 
drinks. These facts are revealed in a recently-re- 
leased study by the Research Company of America. 

According to the survey, this is how the consumer 
spent his dollar for the four aforementioned bev- 
erages in 1949, and in three other key years: 

1949 1946 
Beer 2.48% 2.65% 
Distilled Spirits 04 3.48 
Coffee 76 55 
Soft Drinks .69 62 


The study further pointed out that total con- 
sumer expenditures for the four beverages reached 
close to 11 billion dollars in 1949. Beer accounted 
for $4,435,000,000; distilled spirits, $3,650,000,000; 
coffee, $1,353,000,000; and soft drinks, $1,234,000- 
000. 


Most Soft Drink Consumers Purchase 
Cartons or Cases, Survey Shows 


The overwhelming majority of U. S. soft drink 
consumers purchase their favorite beverages in mul- 
tiples of six bottles or more, according to a recent 
survey by the “American Home” magazine. (Note: 
This publication's subscribers (the sample in this 
survey) tend to be drawn from above-average in- 
come families ) 

Interviewers were asked: “If you serve cola or 
other soft drinks, how do you usually buy them?” 


« 


64% answered “in cartons of six’: another 31% 


said “by the case 


Predict Big Hikes In Consumer 
Income; $146 Billion by 1960 


The Government's Agricultural Outlook Charts 
this year tried to project consumer income (or dis- 
posable income) from 1950 to 1970 in terms of the 


1935-39 cost-of-living index. Using current, dollars 


detlated by the price index, the charts predict con- 
sumer income will rise from $110.8 billion in 1949 
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to $146 billion in 1960 and to $184 billion in 1970— 
if there is high employment. If there is “intermedi- 
ate employment,” it will reach only $152 billion by 
1970. 


Canada Dry Ups to $1.40 
Throughout Maine 


Canada Dry Ginger Ale, Inc. late last month 
effected a wholesale price increase to $1.40 on splits 
sold throughout the state of Maine. 

Canada Dry does not operate any plants in Maine 
Beverages are trucked in from Boston to warehouses 
in Portland and other Maine markets. 


Illinois Bottlers Study Price Question 


The Illinois Bottlers of Carbonated Beverages 
last month sponsored a series of state-wide meetings 
on urgent industry problems. The subject of price 
raises, it was learned, was the major topic of dis- 
cussion 

The recent wholesale price boost to $1.40 by the 
big Coca-Cola Bottling Company of DuQuoin, III, 
has already touched off a series of similar increases 
throughout several southern Illinois markets. 


Coke's 9-Month Net Off 


Net profit of The Coca-Cola Company and its con- 
solidated subsidiaries applicable to common. stock 
for the first nine months of 1950 was $25,192,576. 
For the first nine months of 1949, net profit applic- 
able to common stock was $29,895,855. 

Net profit applicable to common stock for the 
third quarter of 1950 was $10,561,926. For the third 
quarter of 1949, net profit was $12,959,621. 

Quarterly earnings for the first half of 1950, after 
being adjusted to give effect to the new federal in- 
come tax rates which were retroactive to January 1, 
1590, were: first quarter, $5,258,369; second quar- 
ter $9,372,281. 


1951 Short Courses Set for 
Chicago, Mar. 5-10 


The A.B.C.B. Plant Training Course for 1951 
will be held March 5410, in Chicago, it has been an 


nounced by the association’s Educational Services 
Committee. Sessions will be held at the Sheraton 
Hotel. At the one-week session, instructors promi- 
nent in industry affairs will discuss approved 
methods of beverage production, plant operation, 
and product control. 

Details may be secured by writing the A.B.C.B 
Technical Service Department, Washington 6, D. ¢ 
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Price-Fixing Charge Against Western 
Brewers Dismissed by FTC 

The Federal Trade Commission has dismissed 
without prejudice a complaint charging 26 brewers 
in Washington, Oregon, California and Idaho and 
four industry “institutes” with engaging in a com- 
bination to fix prices and otherwise eliminate com- 
petition in the sale of beer and other malt products. 

In the order of dismissal, the Commission said the 
illegal activities charged in the complaint have not 
been engaged in by the respondents since 1941. 


What About That Senate Report? 

There was much speculation among trade ob- 
servers last month as to why the report summarizing 
the findings of the Senate Select Committee on Small 
Business, in its preliminary investigation of the soft 
drink industry, has not yet been released. 

On Nov. 6, “Time” magazine declared that the 
committee had suggested that Coca-Cola boost its 
retail price to 10c “because small bottlers were being 
squeezed out of business.” A committee spokesman 
promptly denied that any such recommendation had 
been made, adding that the report would be released 
very shortly. Up to this writing, however, no report 
has been issued. It is understood that the committee 
will take no action on the report until after the new 
Congress meets in January. 


News Briefs 

A super market chain in Houston has been offer- 
ing six bottles of Seven-Up for 15c. . . . According to 
a new Dell Publishing Co. survey, 80.5% U. S. 
families buy cola beverages, purchasing an average 
of 53.3 ounces weekly. ... Wm. J. Hobbs, president 
of the Coca-Cola Co., expressed the importance of 
“merchandising the family unit,” in a recent speech 
before theater exhibitors. He pointed out that if 
families rather than individuals can be sold, each 
advertising and promotion dollar does much more 
work. 

Average weekly earnings of soft drink production 
workers in September were $49.57 for a 42.7 hour 
work week. That is what the U. S. Department of 
Labor says. . . . Dr. Wm. Pratt Heath, 75, a pioneer 
chemist in the development of Coca-Cola, died De- 
cember 1. Dr. Heath, who retired in 1949, was said 
to be one of the few men who knew the secret 
Coca-Cola formula. . Spacarb, Inc. has shifted 
from New York City to larger quarters in Stamford, 
Connecticut. 

. “Guarana”, said to be the most popular South 
American beverage, will shortly be franchised 
throughout the United States and Canada. The parent 
firm will be the Bieber Polar Co., of Worcester, 
Mass., headed by Denis M. Crowley, president. 








Price-Deposit Panel 
Features N. J. Meeting 


Prices and deposits were the key 
topics under consideration at the 
26th annual convention of the New 
Jersey Bottlers of Carbonated Bev- 
erages, December 3 and 4 at Asbury 
Park. The 


around a Panel arranged for the 


discussion centered 
second business session of the two- 
day meeting, panel members con- 
sisting of M. J. Becker, Editor of 
National Bottlers’ Gazette; Joseph 
LaPides, Bottling Co., 
Baltimore; E. D. Lowenstein, Booth 
Bottling Co., Philadelphia; H. E 
A.B.C.B 

Director and Dan 
Bottling Industry 


Pepsi-( ‘ola 


Korab, Technical Service 
surns, editor of 
John F 


, in addition to 


Leary, 
Newburyport, Mass 
being a scheduled speaker on the 
program, served as moderator of 
the Panel discussion which, with 
the statements by the individual 
panel members and the numerous 


questions which came from the 
floor, extended for three hours 

\ good deal of attention was 
given to the subject of deposits, 


since it represents an important 
cost factor and one which is sched 
uled to bear even more heavily on 
bottlers after the first of the new 
year 

In his report to the convention, 
N. B. G. Editor M. J. Becker 
stressed the dangers of procrastina 


tion in the matter of a price in 


crease, and pointed out that accord 
ing to a national survey ree tly 
published by National lers’ 
Gazette (November over 3,000 


bottlers throughout the nation have 
ilready departed from the decades 
old price levels for both splits 
and quarts 
Ihe bottler members on the panel, 
Mr. LaPides and Mr. Lowenstein, 
added taken 


from their operations as bottlers in 


cogent observations 
large metropolitan areas 
There were only three scheduled 


speakers for the two business ses 


sions. Harry E. Korab, A. B. C. B 
rechnical Service Director, dis 
cussed the prevention of spoilage 


due to veast 


Mr. Leary spoke on the subject 
of “Faith vs. Fear,” drawing a par- 
allel between the so-called ‘“‘good 
old days” with their primitive 
equipment and inefficient methods 
and present-day operations. He 
pointed out that the pioneers in the 
business, in spite of their many 
handicaps, had faith in the future 
of the soft drink industry, and in- 
dividually and collectively contrib- 
uted to its advancement by perse- 
Bottlers 


today, he said, must also have faith 


verence and hard work 


in the industry. “There is nothing 
so wrong with our business that a 
few cents per case won't cure.” 

E. J. Forio, vice-president of the 
Coca-Cola Co., told the big audi 
ence of New Jersey bottlers that 
since the soft drink industry is a 
member of a tremendous business 
community, all of which are sub- 
ject to both internal and external 
developments, it must adapt itself 
to continue to live and develop un- 
der the “climate” produced by these 
conditions 

In the elections, the association, 
by unanimous vote chose Al Turtle- 


taub, Perth Amboy, as president, 





N.B.G. Editor M. J. Becker expresses 
his views on the subject of prices 
as Panel members Jos. LaPides and 
J. F. Leary listen. 





succeeding Clarence H. Herr of At- 
lantic City who was elected to the 
executive board. Also elected, Ed- 
ward P. Laragy, first vice-presi- 
dent; A. J. Masi, second, vice-presi- 
dent; Torter, 
J. Mansfield, secre- 
tary and Jack Kessler, treasurer 


Andrew third-vice 


president; Wm 


Elected to the executive board were 
Philip Miller, New 
John Lasko, Boundbrook; Samuel 
Cott, Newark; R. Mosely, Paterson ; 


George Sachs, Jersey City; 


3runswick ; 


George 
Trenton; J. Garbarine, 
Park, A. O. Rheinking, 
Camden; A. F. Ruddy, Newark; 


and Ruth Kaufmann, Hoboken 


Crofton, 
Asbury 





KEY NEW JERSEY OFFICIALS 


A. J. Masi: C. H. Herr; Al. Turtletaub, president; Wm. J. Mansfield: E. P. 
Laragy: Jack Kessler; A. P. Ruddy; Thomas F. Mansfield. 
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$0... Now the Most Complete 


Line in Beverage History 


Big news for profit-conscious bottlers! With 
the introduction of the new 32-ounce bottle, 
O-So bottlers are now in position to meet any 
and all competitive situations. 


The O-So Franchise has every- 
thing YOU need for a sure-fire 


profitable operation — 


The most easily-remembered name; 
Complete bottle flexibility; 


10 super-quality flavors, on a pro- 
tected-territory basis, at prices low- 
er ‘than most non-protected flavor 


lines 


Bottle financing 


o 


assistance by Par- 


ent Company; 


DEHYDRA Flavors ... . flavor 


units with unnecessary Wadler Te- ‘ 
moved, shipped by parcel post. You raion saath : 
sdve m first cost, delivery expense, 

and avoid delays and breakage. 


All-Purpose Boule 


Standard 7-ounce Bottle 


| 1931 West 63rd. 
COMPANY Chicago vey pened 
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There is no better way to protect distinctive beverage 
flavor and quality than to seal with Mundet Crowns. Tops 
in service .. . tops in value. Mundet Cork Corporation 
Crown Division, 7101 Tonnelle Ave., North Bergen, N. J 


MUNDET CROWNS 


COMPLETE CROWN SERVICE 


MUNDET DISTRICT OFFICES 








“ATLANTA DALLAS | . KANSAS CITY 7, MO. ST. LOUIS 9 


e 3176 Bror Avenue 


“BOSTON DETROIT 21 "LOS ANGELES (Maywood *SAN FRANCISCO 7 
Regent St. (N samt P e Street 6116 Walker Avenue 440 Brannan Street 


“CHICAGO 16 *HOUSTON 1 “NEW ORLEANS 16 
ttage Grove Ave , iP e 5-325 N. Front Street *In Canada: 


erce 4 pr Street 








CINCINNATI 2 JACKSONVILLE 6, FLA PHILADELPHIA 39 Mundet Cork & Insulat 
= 427 West 4th Street 800 FE. Bay St 


O54 N. 48th Street 5 Booth Avenue. Toront 


“CROWNS CARRIED IN STOCK 
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and favor 


It will be as nearly perfect as you can 
make it--sparkling, dry and bubbly 
delicious—if you use Red Seal. Or 

if your trade likes it with a litthe more 
color, a more pronounced ginger 
flavor, or a litthe more warmth, there 
ire other Red Seal Gingerale Extracts 
of the same superb quality, to exactly 


meet your requireme nts 


Ask For Samples Now 


m 


Remember 


WARNER-JENKINSON MANUFACTURING CO. 


Manufacturers of Certified Food Colors, Flavors Extracts, Vanillas 


ESTABLISHED 1905 2526 BALDWIN ST., ST. LOUIS 6, MO 
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with NORTON LABELERS 


Smooth operation and freedom 
from mechanical trouble has made 
the NORTON Labeler popular with 
prominent bottlers the country over. 


They like the simplicity of design 


and the quality of workmanship 
which insures economical trouble- 
free operation. They like the speed 
and ease with which the machines 
can be changed over to handle 
different size bottles. 


You'll like the NORTON Labeler 
too. Send for catalogs on either 
or both the Single and Duplex 
models—no obligation. 


NORTON COMPANY 
Worcester 6, Mass. 


WNORTONF 


AUTOMATIC LABELERS 
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Bottling ’s 
most (mportant 
development 


Take rood jook at this Thatcher 
} WEDG-WALLS at 


velopme 








trol 


the smooth, fire-polished 
vhy WEDG-WALLS 
more I ind trip 


\ CTSol demone- 
ty of WEDG-WALL 
+} , WEDG- 


i trips for every 


SEER RK SS le SAAT cae 


a 

ganae WUUIAY 
39K02,83TAW G3RaT IN 

yr 3 0190 DIATID MOVA;, ge 


THATCHER GLASS 


MANUFACTURING COMPANY, INC. 
1. Factories: Elmira, W.Y., Olean, W.Y., Streator, Il, 


Sales Offices: BALTIMORE BOSTON BUFFALO CHICAGO CINCINNATI CLEVELAND DETROIT 
LOUISVILLE NEWYORK PHILADELPHIA PITTSBURG ROCHESTER WY ST. LOUIS ST. PAUL 
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--. with Twitchell’s No. 22 Dry Ginger Ale! 


| AVE. vou taken a good look at vour Ginger where Pwitehells No. 22 Drv enters the piece 


Ale market lately? LUs as big as ever. dice ture. Hlere’s truly the champagne of “Cham- 
to the universal popularity of Gainger Ale in pagne-ly pe” Ginger Ales—the result of a 
stores. homes. taverns and sport center: special formula worked out by ‘TPwitehell to 
But we're not thinking of size alone. Our point match a nationally -distributed product. No. 22 
is that. today. the Ginger Ale market is juicier Dry is made from choicest’ Jamaica Ginger. 


than ever for independent bottlers. With big toned with Lime and other citrus flavors toreach 
. , 
producing-company | prices adjusted upward the peak of prquaney Its a 2-02, concentrate, 


thre comp titive climate has changed in fave reasonably priced tohkeep vou flavor cost down, 
of the small bottler Do something today to improve vour Ginger 


Sales advantage for vou? Sure. but vouve eo Ale position. Write fora sample of excellence 


to turn out a top-flight Ginger Ale and that’s au sample of No. 22 Drv. 


ive 
out vist t° - 


COMPANY 
rs of serv ce to bottlers 


CRESTMONT AND HADDON AVES. @e CAMDEN 4, N. J 
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@ A DANGEROUS 
ADVENTURE 


_ a marriage between bevet 


ige prices and special soft drink taxes 
is a dangerous. ill-advised and im 
practical adventure. Yet. this very 
thing is being attempted or openly 
bottlers in at least a 


\ccording 


to the trade grapevine. the idea of a 


discussed by 
half-dozen States. or more 
tax as a price breaker is being ae 
tively entertained by bottlers in Ten 


North Caro 


nesset Massachusetts 
lina. Florida, Texas and others. The 
situation was fully dis 


Bb. G., but 


lennessee 
cussed in last month’s N 


because this dangerous theory has 
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gained considerable support, we feel 
it necessary to give it editorial atten- 
tion at this time. 

The philosophy that a special tax 
can be used to break the 5e price 
is fallacious and has nothing to rec- 
ommend it. In faet, it is to be con- 
demned. The avowed and obvious 
purpose of the proponents is to break 
the 5c retail price and breach the 
ranks of the “hold the liners.” While 
the objective is laudable enough 
\. B. G. has consistently and con- 
tinuously advocated higher prices for 
soft drinks—the contemplated method 
is all wrong. both in principle and 
practice. 

Nothing bad has ever been made 
better by the imposition of a tax. A 
tax on tea started a war between two 
countries as you will remember from 
your history books. A tax on. soft 
drinks in Tennessee or elsewhere 
when sponsored by bottlers, will only 
intensify the war between those bot- 
tlers who wish to raise their prices 
and those who do not. The fallacy 
in the proposal lies in the fact that 
breaking the 5« 


retail price is not 


what the bottling business needs. 


Phat has already been done by the re- 
hundreds of 


tailers themselves in 


thousands of outlets. What it must 


have is a higher wholesale price, let 


Editorial +++ > 


ting the retail price find its own level. 
Adding the burden of a tax—-and how 
much of a burden it can be has long 
been demonstrated in South Carolina 
and during the past three years, in 
Pennsylvania—does absolutely noth- 
ing to correct the situation. 

As far as we can see, this idea will 
inevitably boomerang. It is merely 
a substitute for business courage. As 
shown in the report of a national 
survey published in N. B. G. last 
month, over 3,000 bottlers have 
raised their prices, in the face of 
competition which preferred to hold- 
the-line. and have done so success- 
fully in terms of maintenance of sales 
volume and improvement of. profit 
ratios. They did this without the ex 
pedient of desperate measures which 
must have dire consequences. What 
one bottler, or one hundred bottlers. 
or several thousand bottlers can do, 
any bottler can also accomplish. We 
cannot condone and must condemn 
the type of thinking which invites 
the wolf through the door while there 
is a lack of food on the table. 

This whole idea of a tax-inspired 
disruption of the 5c price is, we re 
peat, fallacious and dangerous. Let’s 
raise wholesale pric es but let's 
raise them the practical, -sénsible and 


businesslike way. 
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Story of a $1.40 Price... 


ctl nina tie dagen ai a 


| 
| 


| And Why It Failed | 


eee erm Diinedectiaudstachein Gacumcail 


Coca-Cola in Alexandria, La., first in the nation 
to raise prices to $1.40, returns to $1.00 


oe 
Fa fault lies with us the 


bottlers. We have accustomed con 
sumers to a price without reference 
to business conditions and have 
yiven no attention to proper eco 
nomics in our frantic drive for vol 
ime.”” That, in essence, is the opir 
ion of P. A. Gilham, Jr., owner and 
operator ot Coca-Cola Bottling 
Company, Ltd., Alexandria, Loui 
Slana, first Coke bottler to rais¢ 
wholesale prices to $1.40. It’s ar 
explanation of why, on November 
21, he was forced to reduce it to 
$1.00. The original increase was 
made on October 1 see illustra 
tion page 17 

The story is an interesting and 
instructive one, because it spot 
lights the factors which are forcing 
most bottlers to consider higher 
prices and those, which, in this as 
well as other instances, have made 
t difficult or impossible to make 
them stick 

No longer a rarity, the $1.40 
wholesale price is the most dis 
issed one in the industry today 
first because it makes mandatory 
lic retail price and secondly he 
iuse it presages an entirely new 
marketing standard for soft drinks 
n the split size. It is known, of 
course, that $1.60 is being charged 
In some isolated quarters of the 
ition t Is not expected that 
this high } an be maintained 

P. A. Gilham. Jr.—bold pioneer in the readjustment of soft except n few special circum 
drink prices stances, eve in the face of present 


and tuture economic conditions 
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Price changes for splits in the past 


two years, have in the main, 


twitched upward in steps of ten 
and fifteen cents, bringing whole- 
sale prices to a range of 90c to $1.20 
and making “official’’ the dealers’ 
self-imposed prices for most bev- 
erages, in most states, of 6c, 7c, & 
or 10c., Such was the situation in 
Alexandria, Louisiana, with six out 
of the seven bottlers selling for 80« 
and one—the Coca-Cola plant at 
S1L.00 hen on October 1, P. A 
Gilham, . ipped the price to $1.40 
at the time, the highest 
oke operator in the nation 
nce been passed by the 
group of bottlers in Washington 
State ncluding a Coke bottler 
who are selling at $1.60 
Five weeks were to pass betore 
the other six bottlers in Alexandria 
raised their prices to $1.00. Up to 
that time, and subsequently, Mr. 
Gilham and his men were under 
going the 


unique experiences of 


trying to operate the plant at the 
new price in the face of reduced 
volume, objections and criticisms 
by dealers and consumers and lower 
competitive prices within the terri 

, 


tory, while being completely sur 


rounded by Coca-Cola territories 


still at 0c. That the going was 
tough is shown by the fact that 
volume dropped 60 in the first 
two weeks. It was being slowly re 
built, and a 40 drop in volume was 
shown when on November 21, not 
quite two months after the price 
raised to $1.40, Mr. Gil- 

urned the price to $1.00 
G. sought and obtained an 
with Mr. Gil- 


ascertain the reasons behind 


exclusive interview 
ham to 
this decision 
They are 
1—The 
overemphasized. Mr 


four in number: 
original price rise was 
Gilham used 
radio spots, newspaper advertise 
ments in two colors, letters to deal 
ind verbal announcements by 
itemen to declare the $1.40 
The fact that he was alone 
reasing prices at the time 


focused attention of dealers and 


consumers on the price, and in this 


ity of 30,000 population, such 
an have 


major implica 
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tions for good or bad. In this case, 
it was bad. While most of the deal- 
ers liked the new price, since it 
meant large margins of profit and 
bonus profits for stock on hand, 
consumers seemed shocked by the 
increase because, as Mr. Gilham be- 
lieves, they had not been “eased” 
into it as in the case of other prod- 
ucts and too much advertising was 
devoted to it. Strangely enough, 
most of the objections to the price 
increase came from the high-income 
lesser objections 


families, with 


from the middle-class group. 
2-—-Competitive bottlers in Alex- 


andria did not immediately follow 


suit, although they had raised 


prices by November 5 to $1.00. 
3—The morale of the Coca-Cola 
routemen was shattered by the 
comments and criticisms, often vi- 
cious, made in stores, on the streets, 
even in their homes by their own 
friends. Accustomed for many dec- 
ades to an unchanging price, Alex- 
andria consumers simply refused 
to see the need for an increase, and 
gave the Coke price the full volume 
of their resentment against rising 
prices in general. At the same time, 
the department, specialty, food and 
service shops in Alexandria were 


selling their merchandise at prices 
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THE TEN-CENT COKE IS HERE! 


Bottled Coca-Cola, the bulwark of 
the 5c price in the soft drink industry, is in at least one in- 
stance, now being sold at 10c retail. (Cartons, 40c-45c.) This 
new price, highest in the U. S., comes as the result of an in- 
crease in the wholesale price by the Alexandria Coca-Cola 
Bottling Co., Ltd. of Alexandria, La., to $1.40, the increase 
going into effect on October 1. P. A. Gilham, Jr., president 
and manager of the company, which was established by his 
father in 1909, notified all dealers by letter one week in ad- 
vance of the price increase, the letters being delivered in 
person by route salesmen on their daily routines. Currently, 
the new price is being advertised in page newspaper ade and 
on three radio stations, and cards have been supplied to 
dealers which bear the legend “All Soft Drinks 10c.” 


At the new price, the company is absorbing the present 
Louisiana 3c a case soft drink tax. When interviewed by the 
N.B.G., Mr. Gilham declared that he did not expect an ad- 
verse reaction to the new top price. Some years ago, he in- 
creased the price to $1.00, but the resultant confusion in the 
retail price, which ranged anywhere from 6c to 10c, con- 
vinced him that the new price of $1.40, with its much better 
profit for the dealer at a gross of $2.40, together with sta- 
bilization of the retail price, was better all around. As yet, 
none of the six other bottling plants in the city of Alexandria 
have increased their prices, but regardless of what they do, 
Mr. Gilham intends to make the new price stick. 


The other brands produced in Alexandria are Dr. Pepper, 
Grapette, Nehi, NuGrape, Dr. Nut and two lines of inde- 
pendent brands. 


The development of this price move will be watched with 
interest by bottlers everywhere, particularly in Coca-Cola 
circles, which do not look with favor on a split nickel price 
because of the bottlers’ extensive use of vending machines. 








When Coca-Cola in Alexandria, Louisiana. raised its price to $1.40, the 
story first appeared in N. B. G. (October) as shown in this reproduction 


of the article. 








AN OBJECT LESSON 


With the reduction in price to $1.00, retail prices ranged all the way 
from 5c to 10c. The return to the original price was indicated on this 
cooler in a department store (top photo) with a hastily prepared paper 


sign: the crude, hand-made sign in a quick-lunch restaurant (center) 
advertises a price of 7c and 10c is still being charged for all soft drinks 
in a similar outlet (bottom photo) 





comparable with others elsewhere 
in the state and nation 

4—-The Alexandria price rise 
was an island in a sea of old prices, 
completely surrounded by Coke ter- 
ritory unchanged in price. Four 
other franchise territories abut 
the Alexandria area, and all of them 
took advantage of the situation by 
widespread advertising of the 5« 
price in newspapers and retail out- 
lets. There were many known in 
stances of consumers traveling ten 
to fifteen miles outside the Alex 
andria territory to pick up a few 
cases at $1.00 (in cartons), and 
some cases of dealers close to the 
“border line” doing the same thing 

These are the four factors which 
persuaded Mr. Gilham that the 
$1.40 price was premature = and 
could not be handled at this 
time. He had changed several 
hundred vendors to dime. slots; 
at the dollar price, most of them 
are being reconverted to 5c. Stand 
ard price for a cold Coke in Alex- 
andria is 7¢; most other brands 
are 6c, an indication of the attitude 
of the retailers, since they set the 
retail price. Mr. Gilham, in the 
interview, emphasized repeatedly 
the unreasoning resentment of con 
sumers against any soft drink price 
rise, pointing out that subsequent 
to his increase to $1.40, all bottlers 
in town reported a drop in volume, 
although their prices were ut 
changed. “People have become so 
accustomed to an unchanging soft 
drink price that they simply won't 
admit that the products are facing 
the same conditions as clothes, shel 
ter, food they think we can hold 
out forever, which of course, we 
cannot do. Had we the bottlers 
raised prices in nickels and dimes 
on several occasions during the past 
three vears, as other manufacturers 
were doing, the shock would have 
been absorbed and no after-affects 
experienced. The bottlers are their 
own worst enemies, working like 
mad to achieve volume at 
money on it because thes 
properly priced their goods.’ 

For a clear picture ve must 
lace the Alexandria price situatior 


customary frame. The com 
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munity, largest city in 


Rapides 
Parish, which in itself has a popu- 


lation of 90,000, is a neat concen- 
trated city of 30,000. Its shops and 
service stores cater to a largely 
agrarian population with an effec- 
tive buying 


income of approxi- 


mately $55,000,000 annually, de- 


rived mainly from farm products, 
principally cotton. A bad crop year 
shows itself immediately in reduced 
sales in the city stores. Everyone 
knows everyone else in Alexandria, 
and friendships of years’ standing 
enjoyed by Mr. Gilham and _ his 


salesmen were severely strained 


under the impact of the wave of 
criticism accompanying the price 
rise. An active participant in com 
munity affairs, as his father was 
before him since the time he estab 
lished the plant in 1909, Mr. Gilham 
had the unique experience of late, 
of being solicited for large dona 
tions for some worthy cause and 
then being criticized, with the sev 
erity which only long-time friend 
ships car 


bring, tor increasing 


prices, “And I simply can’t con 
vince them,” he said, “that I find 
it impossible to maintain my scale 
of community 


service at present 


because there is no profit i 


volume. I run as economical a 


is any other in the State 


inder my special circumstances 


Yet cannot pay my employees 


decent wag and maintain my 


City Hall, Alexandria, La.—City of the fluctuating price for Coca-Cola. 





plant at the old prices. I know that 
my present price is not right, but 
it is the best I can do under the 
circumstances. There will have to 
be changes in the future.” 

The Alexandria Coke plant is a 
large establishment, running two 
complete bottling lines, one a 20- 
wide Meyer Dumore to a 40-head 
Liquid, the second a complete Li 
quid setup of a 20-wide Super 
Kleen washer to a 50-head filler. It 
is located on a main street about 
from City Hall. Mi 


sports a half-dozen 


one-half mile 
Gilham’s office 
gold and silver Coke bottle replicas, 
testifying to his many per capita 
achievements “IT am proud of 


them,” he said quietly, “but you 


must have a right price to match 
your volume. If the bottlers don’t 
or can’t get it now, they will later 
but I hope it won’t be too late.” 
Alexandria, Louisiana is now a 
$1.00 town on splits for the follow- 
ing plants: 
Alexandria Coca-Cola Bottling 
Bottling 
Grapette Bottling Com 
pany; Nehi 


Company; Dr. Pepper 
Company ; 
Bottling Company; 
Trappey’s Beverage Company and 
Seven-Up Bottling Company. As 
the source city for the $1.40 price, 
although it no longer exists here, 
the developments of the price sit 
uation will be closely watched by 
N. B. G. and fully reported as they 


occur 


nw 


Garage and plant of the Coca-Cola Bottling Co. Ltd., Alexandria, Louisiana. 
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“Whe Cig “Mobile Market 


People on-the-go, making big business of the tourist courts 


and trailer parks, represent a big soft drink sales potential. 


a * ¢ a s 
Ove the past 20 vears, 


| a brand 
new market has sprouted by the 
iation’s highways. Keeping pace 
with the automobile and road con 
struction, tourist courts and traile) 
parks are flourishing along trans 
ontinental routes and on the out 
skirts of cities, siphoning off a large 
part of the traveling public that 
once stopped in midtown hotels 
some idea of the accelerated 
growth in roadside accommodation 
an be gathered from. statistics 
just issued bv the Census Bureau. 
which show that tourist courts have 
roomed from 13,521 in 1939) te 
25,874 in 1948, the most recent vear 
when a count was made 

Currently, tourist and trailer 


courts can cater to 2 million people 


it any one time, and alert bottlers 
may find such outlets providing a 
‘plus” market for their products 
For just as the gas station has beer 
developed as a prime soft drink 
market to build volume from moto 
Ists passing through an area 

motels and trailer parks can be 


tivated to produce “extra 


20 


profitably added to the 
bottler’s trade from his fixed terri 
torial population 


answered that they had 
drink dispensing machines.’ 


No distinction was made between 


ment, or bottle and bulk 


cates somewhat spotty 


refrigerator, primarily for personal 


In contrast, an executive of one 
of the major parent companies, 
whose licensees have been active in 
this field, told NBG: “By way of 
general comment, I can only say 
that this type of outlet, while not 
of sufficient importance or volume 
to merit a spec ific overall ampaign, 
is, we think, a valuable market.” 
Probably a good bit of the trade 
apathy toward tourist and trailer 
court locales is a carryover fron 
the war era, when gasoline ratio 
ing did not justify a route st 


op 
such sites, generally a_ distance 


trom town 


Nation “On-the-Go” 

The emergence of the tourist 
court and trailer park to cater to a 
nation “on-the-go” can best be visu 
alized against the background and 
scope of United States motor travel 
A report of the Bureau of Public 
Roads shows the national auto 
mobile registration climbed 2,250, 
000 in 1949 to provide a current 


peak of 35,491,000 cars—and a vast 


motoring public The American Au 
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tomobile Association estimates that 
30,000,000 of those cars will take 
to the road this year on vacations 
alone, carrying 60,000,000 travel 
lers 

As road construction progresses 
throughout the country in an effort 
to keep up with the demands of 
drivers, there has been a trend to 
wards building new super-highways 
which bypass cities to avoid traffic 
congestion—a step favoring in 
creased popularity of the roadside 
hostelries. While vacationers nat- 
urally provide a good share of the 
guests, it should be noted that much 
of the motel trade comes from trav- 
elling salesmen, and 80% of the 
trailer owners utilize their coaches 
is year-round residences 

Since sources of drinking water 
vary widely from section to section 
local H.O is often unpalatable to the 
transient traveller, who is apt to 
find a cold advertised 
soft drink, bottled to a fixed for- 


nationally 
mula, much more to his taste as a 
refreshing thirst-quencher. At least 


one parent company is reported to 
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ONE FOR THE ROAD 


Picnic coolers, such as 
this Progress (Louisville, 
Ky.) A-l. holding a case 
of Pepsi-Cola, are car- 
ried in many a motor- 
ist's car, handy for im- 
mediate enjoyment at 
any point in the jour 
ney. These portable 
drinkboxes are also util- 
ized in tourist and trailer 
courts as “auxiliary” re 
frigeration. 


MOTEL 
MERCHANDISING 
A Vendo V-83 bottle 


machine flanks an en- 
trance to the Stafford 
Motel office. located on 
US 41 south of Atlanta. 
while the adjacent man- 
ual cooler is used for 
room ice service. Trav- 
ellers often find cold soft 
drinks more palatable 
than local drinking 
water. 


be considering a program to have 
bottlers in territories paralleling a 
transcontinental highway utilize 
coin coolers to spot its franchise 
drink in motels and trailer parks. 
Under this merchandising theory, 
motorists would find the brand con- 
veniently and consistently available 
in their sleeper stops along the 
route and become steady consum 
ers—ultimately benefitting the bot- 
tler in the traveiler’s home terri 


tory 
Mediums of Selling 


Sales in this mobile market can 
be channeled through such media 


as (1 Vendors and coolers; (2 


Restaurants and coffee rooms in the 
larger trailer and tourist courts; 
(3) Cocktail lounges found in some 
of the sites; (4) Beverage “room 
service” used by the larger motels, 
following the hotel pattern; (5) 
Grocery stores operated on or ad- 
jacent to the locale; and (6) Port- 
able “picnic” coolers. 

As in the case of other special 
ized markets, there’s no sure-fire 
formula applicable to every location, 
and it’s up to the individual bottler 
to canvass these stops, check their 
facilities and potential, and de 
termine just how a particular tour- 
ist camp or trailer court can be 


serviced to develop its maximum 








No. 10 of a Series 


This is the tenth of a series of articles on the “plus markets” 


—markets that are outlets for soft drinks, yet only partly 
cultivated. Prepared under the direction of NBG’s Automatic 
Merchandising Editor, Arthur E. Yohalem, they include sur- 
veys of a number of varied locales. 











SERVICE BUILDS SALES 


Top grade motels, such as the 
Belmont Motor Hotel in Dallas. 
offer refreshment facilities com 
parable to those of a midtown 
hostelry. Bellhop service is a good 
source of soft drink volume, and 
a call on the house phone brings 
guests Dr. Pepper either direct 
to their rooms or (above) to a 
shaded table alongside the swim 
ming pool. 





soft drink business. The owners of 
such sites are generally interested 
in “extra” profits, and it’s interest 
ing to note that one Western motel 
recently reported that its food and 
drink revenue is friple the gross 
received from cabin rentals 

Tourist courts have come a long 
Model 7 


Ford. which gave rise to the ploneer 


way since the day of the 


“tin-can tourists” seeking roadside 


lodging The Wwavside hostelries 


ame into their own during the de 
pression, when travellers took ad 

ir relatively low rates 
( to which favored thei 


! 
notelS Was al 


outskirt lo 
inating the need of driv 
mideity traffic: ¢: 


veniently parked 


the average motel consists of about 
20 cabins, operates at approximate- 
ly an 80% occupancy rate, and gen- 
erally houses 2 people to a unit. 
Better than 85% of the tourist 
camps are open on a year-round 
basis, the others functioning in 


seasonal resort areas 


In accommodations, the sites 
range from run-of-the-mill to de 
luxe, with corresponding rates, and 
increasing competition in this field 
has caused the older and poorer 
grade spots to “spruce up” and add 
making their 


guest attractions, 


owners good prospects for soft 
drink service. While patrons were 
once classed as the “bargain hunt- 
ers of the highways,” the rates ot 
many motels now parallel those of 
midtown hotels, and their guests 
include business men and salesmen, 
couples touring, vacationing fami 


lies, ete 


One interesting trend in motor 
court construction has been the in 
clusion of kitchenettes in a number 
of units, and some spots make it a 
practice to equip 50°, or more of 
their cabins with refrigerators for 
light housekeeping. Guests using 
such facilities can be cultivated as 
i part of the bottler’s Home Market 
for beverages sales. In sites lack 
ing refrigeration, bottlers might 
convince the motel that it’s profit 
ible to feature portable to 1! 
| 


ase picnic coolers on a re ntal basis 


thereby increasing consumption 
ind volume. This idea is currently 
in Atlanta motel 
places a card in each gue 
dvising him that such iced 


available \ flat 


added 


ing clock or calendar could be stra- 
tegically spotted behind the motel 
office desk, where guests would see 
it on checking-in and respond with 
impulse purchases of beverages. If 
the site houses a restaurant or cof 
fee shop, the standard practice of 
supplying imprinted menu forms, 
carrying a bottler’s trademark, can 
be used to promote mealtime soft 
drink sales. 


Many Have Gas Stations 


According to a survey made 
about two years ago by the trade 


publication Tourist Court Journal, 
25°, of the motels have gasoline 
service stations, with 55.2%, oper 
ated by the court management, and 
the remaining 44.8 leased to an 
outside individual or oil company 
These gas stations, usually front 


ing the highway, draw business 
from passing motorists as well as 
the motel guests, and they can pro 
ducé good thirst-quencher volume 
The Dh 


Victoria, Tex., 


Pepper Bottling Co. of 
which also bottles 
Delaware Punch, has successfully 
explored this type of site, and plant 
owner D. A, Starne notes that “We 
have several, but small” outlets 


pointing out that most of these 


stops are using an open-top cooler 


Where Mr 


Starne has placed a se 





TRAILER TRADE 


In such large parks as the Cedar 
Hollow Trailer Camp, a 70-trailer 
site west of Dallas on Texas 
Highway |. restaurant facilities 
are available and ‘room service 
brings cold Dr. Pepper to the 
trailerite's door. Depending on 
the refrigeration facilities in their 
coaches, residents of houses-on 
wheels also patronize grocery 
outlets, coolers and vendors, and 
utilize their own picnic coolers 
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lective vendor to dispense his 
brands, a 15 cent per case rental 
is charged on Ideal (Bloomington, 
Ill.) and Roulette 


units. 


(Kansas City) 


Soft drink 
court varies widely, depending on 


service in a motor 


the size of the court, its facilities, 
etc. The Tourist Court Journal esti- 
mates that about 22% of all motels 


currently have a coffee room or 


restaurant, a figure expected to 


climb 70° by 1953, and such out- 
lets are a standard market for soft 
drinks 


lication in 


A survey made by this pub- 
1948 showed that 57.1 

of the courts operated such facili- 
ties themselves, while the balance 
such 
These 


about 50 people, and the survey in- 


lease set-ups to concession- 


aires rooms usually seat 
dicated that about & of every 10 


were equipped with coolers 


While only 9.1% of the tourist 
surveyed had a soda foun 

, operated a bar in con 

vith coffee rooms, provid 

sutlet for mixer beverages 
recent survey this year by 

can Motel Magazine had 

the respondents indicating 

a small soda fountain would 


be profitable, while 35°, were using 


“soft drink dispensers.” Since the 
coin cooler is on duty 24 hours a 
day, it would appear that a vendor 
in the. average court could supple 
thirst quenchers at hours when the 
such facilities by 


ment providing 


manual outlet was closed 


The Nesbitt Bottling Co. of Los 
Ange ies 


number of selective 


which has sold a large 


American and 
vending machines in its ter 
has spotted 2 coin coolers 
motels catering to the transient 


vernight trade Frederick J 


plant sales manager, points 


since these machines wert 
itright they handle a variety 


brands, and he notes that 


of the transient chentele 


of mixers predominates.” 
“We feel, how 


! Ray 


ind when we place 


trailer camps tenanted 


permanent residents such 


TRAVELERS GAS UP, DRINK UP 
Tourist courts, fronting the high- 
way. often include service sta- 
tions that draw business from 
passing motorists as well as 
motel guests. On the outskirts of 
Kansas City, the Ace Court fea 
tures a Vendo V-39 (right) to sup- 
plement its cafe service. 





and substantial volume of orange 


business could be developed.” 


6,300 Trailer Parks 


In contrast to the motorist who 
stops at a tourist court, the trailer 
coach owner carries his own mobile 
home, spending anywhere from a 
night to a season in one of the 6,300 
parks scattered around the country 
While some of the larger sites, in 
Florida, 


Texas, Arizona, and California, are 


such sunshine belts as 
occupied by as many as 150 trailers 


at one time, smaller parks may 
have only 5 to 10 rental spaces 
Rates in such spots are based on 
the facilities offered, length of stay, 
location, etc., and the weekly charge 
generally averages about $5. There 
are also trailer coach areas in many 
forest 
National 


Interior 


state parks and preserves, 


Parks 


control 


while 27° of our 
unde} Dept of 
have similar facilities 

Modern trailer coaches go back 


about 20 vears, and were a logical 


outgrowth from portable tents to 


the more comfortable home-on 
wheels. As a comparatively inex 
pensive mode of living while mo 
toring about the country, the trail 
er’s popularity was spurred by the 
warbort housing shortage and 
100,000 coaches are now in-use 
Parallelling the automobile’s prog 
ress, each vear has brought newer 
models, with improved and refined 


comforts and conveniences. Cur 


rent trailer coach population is 
1,500,000, and 80% of 


their 


placed at 


the owners utilize mobile 


homes as year-round residences 


Completely furnished and the 


equivalent of a modern 3-room 
apartment, the most popular models 
of today’s “prairie schooners” sell 
$2,500. 


for around Refrigeration 


facilities range from small ice 
chests to the electric 6 cu. ft. units 
found in the more modern coaches 
Some trailers are equipped with 
combination models, with the re- 
frigerator operating electrically 
when power is available (from a 
metered trailer park power line), 
while a 25 lb. cake of ice can be 
accommodated at other times. Pic- 
nic coolers are popular with some 
trailerites as auxiliary refrigera- 
tion for storing soft drinks, etc., 
when the 


wheels is in transit on the open 


particularly home-on- 
road 

Points to Check 
reaching 


Bottlers interested in 


this market would do well to check 
traffic at the 


park; determine whether it enjoys 


individual trailer 
a permanent or transient clientele ; 
drink 
During winter months 


note the proximity of soft 
outlets, ete. 
about 100,000 trailer coaches head 
South and West to “follow the sun,” 
while spring and summer sees an- 
other 200,000 hitched to automo- 
taking to the 
(However, some trailer parks, 0 


biles, highways 


cupied by college students, indus 
trial workers, ete. are virtually pet 
manent housing areas, and can be 
regarded as part of the fixed Home 
Market 


anywhere from a night to months 


The home-on-wheels parks 


at the trailer court, which usually 
has an administration building or 
groceries and. soft 
As in the 


some of the larger 


store where 
drinks can be purchased 
case of motels, 
trailer restaurant 


camps operate 


facilities, where thirst-quenchers 
are a popular item, and one Dallas 
park features a sort of “room set 
vice” to make Dr. Pepper available 


to trailerites 


Coolers and vendors in trailer 
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parks generally do “average” busi 
ness, providing an auxiliary supply 
of cold beverages. A standard vend- 
the 
while the laundry, found 


to 


ing locale administration 


1s 
building, 


in larger sites, has proven be a 


good spot for a small coin cooler 


as self-service washing 


patrons of 


machines often buy a drink while 


waiting for their wash to be laun 


dered 


Small Vendors Favored 


Because vendor volume in tourist 
camps and trailer courts, dependent 
on the somewhat limited traffic of 


the 


rated 


modest-sized site, 18 


iveraye 


by many bottlers “aver 


as 


there is a growing tendency 


use smaller sized coin coolers 


here and to sell such equipment 


outright to the spot, passing along 


the cost of the unit to the location 


noted in 
the 


adopted both to speed 


Another vending trend 


several tourist-belt are is 


drink 


imortization on 


a> 
aime 


the cooler and 


to make beverages i long-profit 


item, particularly in those 


the 


ire; 


is 


vhere 90 cents and over whole 


BILLBOARDS BOOST BRAND 


Co-op signs can be used to herald a court and plug a bottler’s product 
as evidenced at this Georgia trailer park, where Royal Crown Cola gets 
counter. 


feature billing. and is sold over-the 





sale case price now prevails. Occa 


sionally small cup vendors can also 
be found in tourist and trailer 


Jack Mantle, 


Bottling ¢ 


courts, and manager 


of the Pepsi-( ola 


Tucson, states that many 


his territory now have such 


equip 
by a local operator on 


He 


larger court have 


ment »vlaced 


i 20 commission basis also 


that the 


notes 


small concession stands, handling 


bottled drinks 


soft 


An Expanding Market 
be 


In summary, it can observed 


the and trailer 
park field is an expanding market, 
ot 
ot 


bottler 


that tourist court 


cultivation matter 
that 


value 


and its Is a 


local decision may prove 


long-range to the 
striving to have his brand distribu 
tion and sales keep pace witt the 
accelerated mobility of modern liv 
of the most 


that 


ing. One primary 


vices can be offered to 
traveling public is a refreshing 
drink, but it 
tler to make 

that 


the 


sott 


remains for the bot 


his products available 


to meet need, build volume, 


and ring profit bell 
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Appended below are the dates of State association meetings scheduled for the 
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Jar 
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Feb 
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Feb 


Feb 


Fel 
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Jates Days 
195¢ 
10-11 
1951 
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Mon.-Tues 
Fri.-Sat 
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You Can Cut Costs! 





Palletizing is strongly rec- 
ommended by the author 
as a means of conserving 
floor space, as well as re- 
ducing labor costs. The fork- 
lift truck, on which the pal- 
letizing operation is based, 
can be used advanta- 
geously in the handling of 
sugar, crowns, caustic and 
other supplies. Handling 
empty and full cases during 
loading and unloading 
operations is, however, the 
chief function of this unit. 





Ao can you cut costs and in 


crease productivity ? That is a ques 
tion upon whi h eve ry bottling plant 
operator has done some soul-search 
ing during the past two years. For 
tunately, some answers have been 
found—-solutions which do not in 
volve spectacular investments in 
equipment, but rather involve the 
making of better use of facilities 
we already have 

The more efficient use of existing 
equipment and manpower 1s a hu 
man element problem. It is not me 


hanical ; al for ingenuity of 


by JOSEPH F. HALE 
Bottlers’ Service Dep't. 
Nehi Corporation 
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management. The elements of how 
to get a salesman to sell more, or a 
production man to produce more, 
are essentially one and the same 
Sometimes the requirement for 
greater efficiency is better equip 
ment. But better equipment with- 
out the ingenuity to use it is of no 
value Let us consider, from a 
down-to-earth, practical standpoint, 
some of the ways available to us to 
cut costs and increase productivity 
Let’s discuss equipment and meth- 
ods which have universal applica- 
tion 

When we seek ways and means to 
cut plant operation costs, we are 
confronted with two problems which 
most all plants have in common; 
first, adequate bu lding space; and 
second, efficient methods of ma- 
terial handling. Therefore, we seek 
an answer to a double-barrelled 
problem: how to save space, how to 
save labor! The way to accomplish 
both of these objectives is palletiz 
ing! 

Let’s consider first, how palletiz- 
ing can accomplish space saving 
Let’s suppose that your plant floor 
plan provides 2,400 square feet of 


storage space. To double this stor- 


age space by increasing the size of 
the building would probably cost 
around $12,000.00. Well, that’s one 
way—the costly way. But the same 
amount of additional storage space 
can be provided within the limits of 
your present building. You can dou 
ble the storage space by palletizing 
your stock—-double it at a cost of 


only $2,400.00-—$2,400.00 which 
represents the approximate cost of 
a 2,000 pound fork truck 

The selection of pallet-handling 
equipment for your own plant 
should be based upon an evaluation 
of the specific job to be done. There 
are a number of suppliers from 
which to choose—but, in any event, 
your choice should be made only 
after you have evaluated the re 
ommendations of competent sup 
pliers—proposals based upon their 
on-the-spot study of your problem 
The fork truck is well built and en- 
gineered. It is safe to operate. It is 
extremely maneuverable and will 
operate on rough floors in courts, 
and will take a slight grade, al- 
though smooth floors are more de 
sirable 

The space-saving function of the 


fork truck has been demonstrated 
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Important time and labor savings 
can be accomplished by the in- 
stallation of an automatic case 
packer. The author emphasizes 
that bottlers “cannot afford not 
to use a packer where conditions 
warrant. 





by the actual applications of pallet 


izing which are currently being 


used in many plants. The cubic 


content of the building is used by 
storing empty cases 12 high, just 
is easily as a man can stack cases 
8 high on the floor. The same thing 
applies to the storage of full goods 
For example, merchandise can be 
stucked 5 or 6 cases high on pallets 

tiered 2 or high, a 


With 


you can do it with 


1X cases high 


ision, While it Is pos 
mi or & cases higt 
platforms or on the 
ising this system 


stock weurately and 


ntrol nevet 


pPresel in 
t Needless tk 


the plus 


this system. The pallet (21 bags) of 
sugar can be moved to the platform 
where the sugar is dumped through 
sugar chutes into the mixing tanks, 
the bags having remained on the 
pallet since it was unloaded from 
truck and moved by fork truck to 
storage. This is the only time plant 
labor is used to handle the individ 
ual sacks 

An example of how palletizing 
saves labor in the plant is the han- 
dling of empties. Loads of empties 
are brought up and placed on a con- 
veyor close to the washer. As re 
quired, pallets of empties are moved 
to back of washer. When empty, the 
pallets pass over to the accumulat- 
ing table where they are loaded with 
full goods. Then they are picked up 
by the fork truck and moved to stor 
age. One man in the plant with the 
fork truck handles pallet loads of 
empties and fulls, and can keep up 
with the warehouse activities in the 
biggest plant. You can readily see 
how this reduces labor to a mini- 
mum 

Up to this 


point, some of the 


many advantages and savings ef 
fected through the use of fork 


trucks in the plant have been 
pointed out. The savings mentioned 
will more than justify the invest 
ment required to install this sys 
tem. There are many other savings 
ware 


possible For instance, the 


house truck can be loaded with pal 
lets. With pallets some 36 cases can 
be handled in a unit load. No less 
than 5 man hours and 2 cases of 
bottles are saved through breakage 
reduction each time the truck 1s 
unloaded and loaded as compared 
to hand methods 

Now let’s consider at 
imple of good palletizing 


\ tork truck 


nas never betore beet! 





What 
this saving alone would amount to 


would you estimate that 


in your plant operation? Time saved 
in loading and unloading means 
more time the truck is on the route 
where merchandise is sold. Nothing 
is ever sold while a truck is waiting 
to be loaded and unloaded. Where 
the pallet 
warehouse and deck bodies are still 
in use, the fork truck can lift pallet 
loads upon a platform and make 


system is used in the 


the loading of the top deck much 
easier. I have seen this application 
alone save 10 minutes per truck 

Several pallet sizes are in use 
However, 37 x 37 inches seems to be 
most practical from the standpoint 
of truck body design, fork truck ca- 
pacity and the handling of multiple 
flavor production. It is felt that the 
value of a fork truck in plants that 
are adaptable to its use cannot be 
over-emphasized. Palletizing will do 
four important things for you: 

1. Reduce labor cost 

2. Increase storage capacity 
3. Reduce bottle breakage, and 

4. Prolong case life 

All of these advantages are well 
worth achieving. 

Let me emphasize the merit of 
glass conservation. In one pallet op 
have kept 


constant observation, over a millior 


eration that we under 
cases have been handled and not one 
single case has been dropped by the 
There 


pallet handling equipment 


is no question that glass 
saved 

Up to this point, we have 
sidered pallet stacking equipment 
Let us now examine the merits of 
over-the-floor 
There 


which will handle either pallets o1 


handling equipment 
is available a powered truck 
skids. It is especially usable where 
the distance of travel is great from 
the washer and accumulating table 

the loading and storage areas 


One does not have to have the ope 


itor palletized to use this equi} 


ment. This unit’s cost is aroun: 
ss00.00. A manually operated tote: 
is adequate as a suppleme 
illet fork, but when the 
spread out, more 

achieved with the 
powered equipment. Trailer truck 


an be loaded where a dock or ramy 
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can be provided to haul the skid 
load directly into the truck. 

You have seen how efficiency can 
be increased in material handling. 
Let us turn now, to other improved 


plant operating features. 


What About Case Packers 


Automatic case packers are an 
avenue that many plants can ex- 
plore. There has been much recent 
progress in the development of au- 
tomatic case packers. In the selec- 
tion of a case packer, one must con- 
sider certain features. The packer 
selected must be able to fill cartons 
and 24-bottle cases simultaneously. 
The change from one size bottle to 
another must be simply and easily 
done. The use of the packer must 
conserve labor. What would a fully 
automatic case packer save in your 
plant? 

Case packers are developed to the 
point that we cannot afford not to 
use a packer where conditions war- 
rant. There are several units on the 
market that pack 


There is one 


automatically 
cases and cartons 
which costs around $5,500.00 and is 
suitable for high production—ove1 
200 bottles per minute. The other 
automatic packer for both cases and 
cartons applies for production up to 
150 bottles per minute. It costs 


around, $3,200.00 These 


packers 
seem to be ideally suited to meet 
many of your requirements. It is 
unique in simplicity of design and 
function. It is well engineered and 
plant-proven. There are a number 
of other automatic case packers on 
the market but they are not 
pack There 


have been many fly-by-night acven 


equipped to cartons: 
tures in the automatic case packing 
field. In the selection a unit, be 
sure it is backed by a reliable o 
ganization with a product and ser 
vice policy and proven operation 
experience 

Not only the procedure of getting 
bottles into the cases automatically 
saves labor, but getting the bottles 
ut of the cases and into the washer 
is another place in the plant that 


iffers real labor saving possibilities 


December, 1950 


There are several developments in 
this field and many claims that such 
units are fully automatic. There are 
three units that are reported to be 
completely automatic. In the opera- 
tion of these units the bottles are 
actually lifted out of the cases auto- 
matically, put on a continuous mov- 
ing platform from which they are 
unscrambled and move into the 
channels of the bottle washer. The 
extent to which they are not com- 


pletely automatic is that it requires 


a man to put the cases on the con- 
veyor that feeds them into the un- 
loader. Therefore, one man is re- 
quired to operate them. These units 
are: very expensive, costing from 
$7,000.00 to $8,000.00. 

There are other developments in 
this field that look very attractive. 
One particular loader, in the lower 
price range, has many possibilities 
The principle is that the full case 
is unloaded at one time and then 
the bottles are fed from there on 
into the washer channels automa- 
tically or onto an unscrambler table 
This type of loader works on any of 
the pocket type accumulative wash- 
ers, such as the Meyer, Liquid, Heil, 
or the newer model Yundt that has 
the accumulative load. On this unit 
the rods that form the channels on 
which the bottles are fed into the 
washer, are at an angle to allow the 
bottles to slip down and feed uni- 
formly into the washer. This unit 
has been homemade in some plants 


for around $150.00 





Cost Of Units 


Manufactured units with the un- 
scrambler tabie cost around 
$1,800.00 to $2,400.00 for the 12 to 
20 wide washer. With such a unit, 
one man can easily pick the cases 
off of a skid or pallet, feed the 
washer, dump the trash out of the 
case, and put it on the conveyor to 
go over to the accumulating table 
or packer. 

Some washer manufacturers have 
developed an improved loading 
method for their specific washers 
which is, of course, applicable only 
to their particular type of machine 
It will greatly simplify the feeding 
of that type of washer. It costs only 
about $600.00 extra to have this put 
on a new washer. It can be put on 
the old, already installed washers 
that have the continuous movement. 
Such an installation on an existing 
washer will cost around $1,800.00 
to $2,000.00. It is a very practical 
loader, and in many instances, will 
save the time of one man, and in 
other cases, half time. So much for 


case loaders. 


Savings In Sugar Handling 


Let’s consider now another place 
in the plant where there is much 
sugar han 


waste of manpower 


dling. The handling of sugar in 
volves great labor, usually manual 
labor. By 


handling can be accomplished with 


mechanical means, this 





A portable sugar dumper will help reduce sugar handling costs. This 
device elevates and dumps sugar into the mixing tank, resulting in time 


and labor savings. 








a great deal of saving in time and 
effort 

Under the palletizing discussion, 
we pointed out how sugar can be 
unloaded from a truck onto a pallet, 
placed in the truck, and the loaded 
pallet carried into storage where 
sugar can be stacked two pallets 
high. We mentioned also, how the 
fork truck can lift the sugar up to 
Where the pallet 


system is in operation, this is defi 


dumping height 


nitely the best method for handling 
sugar. There is available a mechani 
cal device for elevating and dump 
ing sugar into the mixing tank, It 
costs about $400.00. This is a port 
able unit and it can be used to a 
very definite advantage 

In the past few years, we have 
slowly broken down what we might 
call a complex, or superstition, that 
syrup rooms had to be on the second 
floor. Many new plants that are 
built today, have the syrup room 
on the same floor as the filling oper 
Many 


been modernized by relocating the 


ation existing plants have 
syrup room on the first floor 

There are many obvious advan 
tayes in first-floor syrup room oper 
ition. The flavoring materials and 
sugar do not have to be carried or 
hauled upstairs. The syrup room on 
the first floor lends itself to super 
vision and accessibility much more 
readily than second floor syruy 
rooms. It may be that things could 
be simplified and modernized in 


vour plant by moving the syrup 
room from the second floor to the 
The pump required t 

syrup from the tank ovet 

filler is an investment of only 
$300.00 to $400.00, When you com 
against the labor chores 

ng all the supplies upstairs 

many trips that have to be 
there each dav by the opel 
up room ad 


Reducing Mixing Costs 


Now li ibout) mi 
goods? 

ict properly an 
plished? Mixing 


ict is often done 
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plants and inefficiently done by some 
mechanical equipment. There was 
recently introduced a mixer that 


costs only $1,400.00, as compared 


with some $3,000.00 for other type 


mixers, and it does a highly satis- 
factory job of mixing. This is a 
labor saver where the job hasn't 
been done satisfactorily before, and 
is often done by hand. Mixers are 
now, with this price and this attrac 
tion, available to more plants 

\ home-made case mixer might 
also be in order; the full case of 
goods is put onto a squirrel cage 
device and rotated until it is thor- 
oughly mixed. This mixer can be 
made in most any machine shop or 
work shop in your town for a cost 
of $75.00. This is particularly good 
for the smaller plants that have to 
depend upon hand mixing, which is 
never very satisfactory and takes 
a lot of time 

Speaking of saving time, there 
is a nifty gadget to reduce time re 
quired for cleaning and sterilizing 
equipment lines. The device is sim 
ply a Penberthy ejector valve that 
is built in a by-pass on the water 
line, and costs only $6.50. It speeds 
up greatly the injection of steriliz 
ing and cleaning compounds into the 
equipment and makes that job much 
less time-consuming. It is recom 
mended that it be used in two 
places one before the sand filter 
so that the sand filter can be steril 
ized; the other after the carbon 
filter so the cleaning and chlorine 
compounds can be pulled into the 
equipment through the lines and or 
through the filler. To operate the 
ejector you simply close one valve 
open another one——and the cleaning 
or sterilizing solution is pulled di 


rectly into the lines from a bucket 


Handling Caustic 


The handling of flake caustic 
ilways a chore, messy, and dange 
ous. Sometimes when flake caust 
is added directly to a was 
lumps up, forms cakes on 
tom, and makes for ineffici 


bo washing 


outside of the washer, and then 
pump the caustic into the bottle 
washers. 

You can easily build this your 
self. The most expensive part about 
this unit is a $60.00 pump and mo 
tor. The other tanks and 


which are of black iron can usually 


valves 
be picked up most anywhere at 


junk-vyard prices and make the 


whole assembly cost not ovel 
$100.00 to $125.00. With this unit, 
you will save many hours of man 
power and will greatly improve the 
efficiency of the bottle washer and 
effect a saving in bottle washer 
compound 

Further savings in bottle wash 
ing compound can be made through 
the elimination of scale if it is 
Also, the 


useful life of bottle washing com 


present in the washei 


pounds can be extended by filtra 
tion of the solution. There are some 
very efficient filters on the market 

Now, let’s talk about syrup agita 


tion! Is your syrup room equipped 


to agitate syrups which require 


slow agitation during bottling? 
There is a need for more efficient 
agitation. Some states have passed 
sanitary regulations forbidding the 
use of clamp on top entering agita 
tors. That necessitated the develop 
ment of an improved method of agi 
tation 

We now have a most satistactory 
agitator that operates through the 
outlet of the tank. This is a very 
simple, positive device that will do 
a complete and final job of agitation 
down to the last teacup full of syr 
up. The installation of the agitator 
does not interfere with the use of 
the tank for other items. The price 
of this agitator complete is about 
$70. It is actually cheaper by some 
$35.00 than the top entering-type 
agitator 

In th 


ind means have been explored that 


course of this article, ways 
show pla it operation costs can be 
lowered, and that efficiency -can 
be increased. Changed conditions of 
operation have made it necessary 
that we use improved methods and 
find still further improvements. So, 
advantage of these im 


let's take 


provements that are available to us! 
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W ie if ge nerally agreed 


that a price increase has to he 


} 


és 7 he J 
sold 0 hoth dealers and con 


sumers, the te chnique s used to 

put across a hiahe? rice vary 
. ny 

considerably. In this re port, ser 


; ’ , 
eral hottlers explain in their own 


word the methods they e€ni- 
ploued to announce and to “‘sell’’ 
ther) new price levels, and the 
re sult S that were accom plishe d 
Pe rhaps these methods may he 
adopted or adapte d by other bot- 


tlers interested in raising prices 
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Distributors Given Incentive to 
Push New Price 


When we 


from 80c to $1.00), our contract 


increased our prices 


distributors were given 3c addi 
tional gross profit This was given 
with a distinct understanding that 
if the price was reduced to 80c they 
would again have to sacrifice their 
sc profit. Therefore, we have our 
distributors, as well as ourselves, 
fighting to maintain the $1.00 price 
Yes, we had some volume loss 
it first, but our profit margin has 
greatly improved, 
1949 and 1950 


especially in 


A. Hardgrave 
Pe psi Cola Bottling Co 
( hicago, Illinois 


How These Botilers 
Raised Prices 


Used P-O-P Displays 


We increased the price of Pepsi 
Cola on 12-ounce merchandise from 
80c to 96c per case 

All of our dealers were notified 
by the salesmen at least one week 
in advance of the price increase 
It is true that we lost quite a few 
accounts at the time this increase 
was effected; however, with one or 
two exceptions, we have regained 
all of these accounts that were lost 
at that time 

We felt that a price increase re 
quires solid merchandising, and 
therefore, to help put the increase 
across, we erected large displays 
in most of our retail outlets 


We showed a substantial increase 
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in our profit during 1949, and an- 
ticipate a still greater profit during 
this current 
C. T. Duncan 


Pepsi-Cola Syracuse Bottlers, 
New York 


year 


Ine 


Syracuse, 


Advertised Increase to Dealers, 
Consumers 
We 


from 


raised our wholesale price 
all 
Dr 
fla- 


Four 


SOc case to 
bottle, namely, 


Punch, 
bottle. 


per 96¢ on 


products we 
Delaware and 


x 02 


Pepper, 
vors in our flavor 


other bottlers in our territory also 
increased at that time. 

A display ad was used in one of 
the 


were 


our daily papers announcing 


Tacker 


placed in dealer outlets, 


raise in price cards 
listing our 
products at 6c retail price. A mime- 
the 
ment was sent to all dealers explain- 
the the 
In price 


the 


ographed letter from manage- 


ing reasons why increase 


was necessary, pointing 


out dealer would receive & 


more per case on cooler sales and 


ic more per case on carton sales 


at 30c¢ per carton 


we lost 


15 
Albuquerque 


less than 


Initially, 


of our dealers in 


100,000 but these 
Overall vol 
the first 
as compared with the 
We 


volume 


population 
back 


about 30: 


gradually came 


ume dropped 
thirty days 
preceding period of a 


did 


year ago 


anticipate this drop in 


the first 


but 


to 
leveling off and 


forty-five sixty days, 
resistance 18 
sales are picking up. 
Franze M. Taylor 

Dr. Pepper Bottling Co. 


Albuquerque, New Mevrico 


Mail Campaign Builds Dealer 
Goodwill Beforehand 


To build 
is essential to the success of a price 
of 
dealers weeks 
in effect. 
Basically, our letters told the deal- 
that a 


dealer goodwill, which 


we sent out a 
to 


put our 


Increase, series 


“messages” our 


before we raise 


ers price increase was ad- 


vantageous and necessary from 
their standpoint. 

In one letter, we pointed out that 
the cost of maintaining a cooler or 
equaled, if not 
In this letter, 


we did not say anything about our 


vending unit ex- 


ceeded, their profits. 
price increase 


In a later however, we 


stated 


heve 


message, 
bluntly that 


making enough profit 


“we don’t be 


you are 
when you sell our soft drinks at 5¢ 
bottle 25c¢ or 
our bottle of 
a bottle or 
Then, 


dealers’ 


per or tor 


sell 


Pepsi-Cola at 6« 


SIX 


when you big 


s0c for 


a carton of six.” we pointed 
out that the 
soft drinks had been the 


the 


profits 


on 


same for 


past ten years, while their ex 


had substantially increased 


penses 


We urged them to “get your prices 
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“That 


s exactly what I want. Now. take it down and put it right 


up in front! 





know you will have 
Finally, we cited the 
fact that surrounding bottlers had 


up where you 


a fair profit.” 


‘ 


increased prices and “eventually, 
our prices too will be increased.” 
In a third message, or 
cited the same 
with the that 
you when our prices change.” 
And final letter, 
phasized that “our purpose in writ- 


we more 


less facts, closing 


note “we will notify 


in our we em- 
ing you is so than you can protect 
your own profits.” 

That’s 


trade for 


how we prepared 
Thus, 
we heard 
We 
that 


as 


our 
the increase. when 
we announced the raise, 
of 


dealers 


nary a word 


sold the 
they 


displeasure. 
the 
needed a_ price 


did. 


on fact 


increase 


much we We're all well 


as 


pleased. 


‘GA. Leonard 


Watertown Bottling Co. 


Watertown, S. D. 


Let Dealers Stock Up In Advance 


In January of this year, wé in- 


creased the prices of our complete 
the of 
sparkling water. results 
this 


mixer line with exception 


The 


were s¢ 


large 
of change 
March, we 


28 


price suc- 


cessful that in increased 
the of 
from $1.25 to $1.45. 
had a 
of 
March of 
The 
the trade a 
to stock 


price our oz. sparkling 
water 


We 


crease 


very heavy sales in- 


for 
1949 


sparkling water 
March of 
this is that we 
-week 
the old 
for doing 
the effect 


actually 


1950 over 
reason tor gave 
one 


at 


opportunity 


up prices Qur 
this 
the 


the 


only reason was to 


counteract ot price 
effect 
stock 

still 


succeed 


increase, It had 


deal 


at no cut 


of a increasing dealers’ 


in price, and yet, we 
the 


effect or 


showed an increase for 


The 


bee n 


ing months our 


profits has encourag 


equally 
think it is 
that it h 


ing. I sufficient to say 


as lowe red out ikK even 


bre 

point almost 20 
The 

price 


the 


by 


trade Was advised 


increase by our salesme1 


also sent 


chains, 


the 


major We 


ters announcing increase 


George R. Collins 
Canada Dry Bottling Co 
Santa Barbara 


, California 
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for FREE SAMPLE 


mates 


; 
é 


Tiny wha. 


Everybody likes good root beer. 
And every bottler wants a root beer that 
customers will order again and again!.. 
“Sure,” you say, “but how can I get it? How 
can I be certain?” 

HERE’S HOW !... Liquid offers you a 
new TRY-OUT plan—a plan that costs 
you nothing unless you PROVE to your 
own satisfaction that Liquid’s new, 
improved root beer will build new sales 


oe 


for you! You can't loose! You take no risk! 
Here’s how it works: 

First—send for free, ready-to-u 
sample and make your own taste test. When 
you have satisfied yourself — 

Then —send in for your trial 8-gallon order 
of root beer extract and let your customers 
decide. It’s backed by Liquid’s money-back 
guarantee. It must satisfy you or there is no 
charge, We pay the transportation 


THE LIQUID CARBONIC CORPORATION, 3100 South Kedzie Avenue, Chicago 23, Illinois 


Please send me liberal sample of 
Red Diamond Root Beer, ready-to- 


bottle, and complete information 


on your money-back plan. Address 


City 


Company Name 


My Name 


Zone 








Diversified Production Is 
important To Profits 





Pale Dry Ginger Ale 
Golden Ginger Ale 
Sparkling Water 
Root Beer 
Sarsaparilla 

Cola 

Lemon & Lime 
White Soda 
Eskimo Cooler 
Grape Soda 
Orange Soda 
Raspberry Soda 
Cherry Soda 
Strawberry Soda 
Ginger Beer 


Quinine Water 











It's better to bottle a full line than to spe- 
cialize on only a few flavors. But unless you 
know what flavors to bottle, you may easily 
go wrong, for there is wide variation in the 
demand for carbonated beverages. 


Flavors which sell well in one section of the 
country are less popular in others. Of the 
seven "best sellers'' there is not one which 
sells uniformly across the length and breadth 
of the United States. 


Clicquot Club's diversified family of prod- 
ucts makes the Clicquot Club franchise valu- 
able to any bottler anywhere. 


Some territories are open. 


Clicquot 


(pronou Kleek-o 


Club 


BEVERAGES 


Clicquot Club Company Millis, Massachusetts 











National Bottlers’ Gazette 





7 HERE are five principal ways in 


which the carbonated beverage in 
dustry will feel the pinch of re 
armament 
First is equipment shortages 
While few actual shortages have de 
veloped so far, machinery manufac 
turers and repair men are already 
experiencing some delay in ship 
ments. Suppliers all along the line 
are demanding DO ratings to pro 
tect their own inventories wher 
ever possible. When they sell you an 
order without a priority, they can 
not be sure in the first place of ob 
alning the necessary components 
for your equipment, or of being abl 
o replace their .own inventories 


which go into filling your orde) 


Expect Equipment Shortage 
\s the defense program gains 
momentum, restricted availability, 
er deliveries, may be ex 
for cleaning and _ bottling 
nery, materials handling 


trucks, and 


all of them. Since vending 


delivery 


by CARLETON GREEN 
U. S. Dep't. of Commerce 





December, 1950 


How Rearmament 
Will Affect You 


Equipment and supply shortages, construction curbs, and 
manpower difficulties are anticipated as defense program 
gains momentum... but there are some “bright spots”. 


machines play a part in certain 
segments of your industry, they too 
should be added to this list 

The second way in which you will 
be affected by the Defense Program 
is in supply shortages as contrasted 


from machinery and equipment 


Bottle Supply Hinges On Tin 


So far, no orders have been issued 


restricting the use of tin cans. If 


this should come, however, the com 
petition for glass would be immedi- 


ately felt in the beverage industry 


The size and condition of your 
stock of 


returnable float (reserve 
bottles) should certainly be reap 


praised at this time 


If glass become short, it may be 
difficult or impossible to rebuild 
your float, or to change bottle size 
without considerable delay and off 


season purchasing 


Crown Supply Adequate Now 


Crowns are now in plentiful sup- 
ply, but could become a problem 
under any tin plate restrictions 

Fibre board cases even now are 
critically short and the situation is 
not expected to improve materially 
There may be some seasonal im 
provement during the winter, but 
along about next March, watch out! 

You all know the situation on 


flavors and acids, and your other 


33 





yredients ver than I do 


pply is there, the soft drink in 


Inflation Will Hurt 


there d appear to be any ’ \ 

0 be an} Che fourth way in which your in 

shortage of . . 

dustry most surely will be affected, 
products for time being 


and is already being affected, is in 


inflation. Spiraling prices hurt 
Sugar Picture Good 


everybody, but are a particularly 


the beverage in worrisome problem in your indus 


; 


itions are not try because of your traditional price 


th recent pur structure at retail. Under present 


ntire Cuban and conditions, the question seems to be 


crops by } tec 
ro} the United not whether inflation, but rather 


yovernment more Suyvar 15 » 
how much and how fast 
ble for United States con 


ver before in his 


shortages of World 


Labor Will Get Tight 


The fifth and last principal way 


retresh our memo i 


were due primarily to a short in Which your industry will suffer 


to bring it into the under the Defense Program is in 


facili the matter of manpower. We would 


remain 


Cuban be completely naive if we failed to 


recognize the manpower problems 


no Worries relative that will most certainly beset the 


beverage industry \ projected 


armed force of three million by 


Building May Be Curbed next June will cause the first pinct 


third way in which your in In addition, there will be 
fected is | 
may be attec asi in the tin ied pressure to channel the 
ion. We do not yet ter workers into defense work 
vy kinds ot nstrt . 
cings Of Construt employment offices already have 
; | 
tailed or prohibited . - : 
; . ' ; nounced that policy Finally, Lhe 
necessary 
‘ lure of better pay and more ovet 
»> far vou can still , 
time in other lines will undoubtedly 
i bottling plant | 
lead to higher labor costs in the 
recreation con ’ 
beverage industry 


completely 


nt Is There Are “Bright Spots” 


There are, fortunately, 
the picture, 
considering some 

think 


carefully, 


possible that some of them 


uutweigh the adverse factor 








iber or is more money 


this country 


these j 


aowars 








+ 


col sider 


crease in 


much as a 5 to 7 percent in 
sales, without any overall 


in consumer spending. 


And with any further increase in 


pe rsonal income there also is likely 


Oo be some overall increase in con 


; , 
sumer spending as well 


More Customers On the Way 


second favorable factor is the 

if population growth. When 
business is good, people have more 
hildren. Even now, there are signs 
he national birth rate is turn 
upward. As you all know, the 
ate was exceptionally high 

the war, and actually never 

as fallen back to what we used to 
normal. The steady in 
young customers, which 
your industry has been enjoying for 


several years, will continue 


The third favorable factor, from 
your standpoint, is the farm-to-city 


movement 


During the last war, there was a 


tremendous mivration. of people 


from rural to urban areas. This was 

to military service, but 
important factor was the desire 
work in industry, particularly 
the women. With non-agri 


jobs now on the increase 


be a similar mi 


better beverage 
his factor should 


your sales pros 


Nation Geared for Defense 
let the bright spots 

ind your outlook. This country is 
irrevocably committed to a stagger 
fense program. If you are 

this program to be re 
ear Tuture, you May 


ne rather unpleasan 
all probability, most 
ions now in effect will 
ghtened and there are 
additional controls in 
‘urthermore, scarcity 


| 


ith the successful 


the Korean war 
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How To Sterilize Filters 





by HARRY E. KORAB 
Technical Service Director, 


A. B. Ss. B. f We found that " ‘ at that time showed that both units 


terial contaminatior ! in were sufficiently sterilized ind 
the sand bed supporting art ready tor use 


ind ; in the sand filter. I 


Frequenc f Sterilization 
V/A MEROUS methods for sterili words, the number of micro-orgat ¢ 70 


ny carbon filt “aN been p isms found in the arbon bed were We are of the opinion that if 
all in Comparison to those found sand filter and carbon purifier ot 


formaldehvade iodi n its supporting bed are used for water filtration, they 
immonium compoun ' this knowledge, a procedure should be sterilized once a week 
\ ' 1 } . 
ater, Generally . leveloped and its efficiency) However, if a super-chlorination 


methods It consisted of sterilizing the igulation system precedes the sand 


nother have drawback : 1S supporting bed with a oO filter and carbon purifier, the 
—? < 


t formalidenvae ind 1. cChiorine solution, withou a filter should be sterilized about once 


POISONOUS ar : o sterilize the carbot a month but the supporting bed of 


e considered | 


reason are not recon y Wa) the carbon purifier should be steril 
i food processing ‘ 1 I ized once a week 
quarternary ammonium ene ‘ -" ' The reason for this is that the 
bed witk sand filter is constantly exposed to 
would ! oncentration ofl 
and remains 1 
y the time the water 
the carbon bed, 
has been removed and mi 
isms can then multiply 
pporting bed of the carbor 
method 
well 
carbon by cutti 


purifie) 


is added to tn topmost laver of 


owed to flow arbon p i wi OlT “a sma 


A Practical Method 





The other is to backwash daily We 


* * | 
peer the ater metho as di ontamination 
. J * 
backwashing removes some of 


bacteria present as well as most of 


the del 


wring bak Use FITTINGS-VALvES 
ot ee PUMPS-TUBING 


ination and coagulation TRI-CLOVER Let Tri-Clover corrosion specialists rec- 
ever, not for the same 


ommend the right type of fittings, valves, 
1 day’ filters, pumps and tubing to meet your spe 
+e no ~ tT) 
eae eee cific requirements . . . at lower over-all cost 
ill portion of the floccu to you. 
Is carried over into the 





This material lodges or 


SANITARY FITTINGS ... available in a complete 
sand surface and actu \ line of Stainless Steel and Tri-Alloy types, from |" 
thru 4" O.D., to meet all sanitary code requirements. 
Many exclusive items and manufacturers specialties 
incorporating patented design and mechanical fea- 
a tures, (New reduced prices now in effect.) 
rine it 
ecommended that back 


filtering ability of 


a week is all that 


FLANGED TYPE Conical End FITTINGS... 
We agree tl 


; | . fabricated from stainless steel type 316 for 
lat . use with light gauge tubing having outside 
diameters from |" thru 4". Easily assembled 

F with lightweight; high strength couplings (as 
flocculent material shown), which provide an extremely compact, 
flush, leak-tight union for working pressures 
up to 250 psi. Complete line of ells, tees, 
many cases that more crosses, adapters, etc. 


ing is all right in 


is small, but we have 


amount ol flocculent 
carried over during the 


Recessed-End FITTINGS . . . a new, complete line 
theretore, as a precautior | of ells, tees, crosses, etc., for soldering, brazing or 
socket welding . . . provides fast, low cost line in- 

stallation—available in stainless steel types 304-31 6- 
backwashing is best 347, in sizes from ¥4" thru 10", O.D., Pickled or Pol- 
as ished finishes. 
commendation which 


ses cannot be adhered t 


against carry-over, we 


aforementioned system, is 
with treated water. For SCREWED FITTINGS . . . complete range of fit- 
ting and valve types, in Stainless Steel type 304-347- 


316. Clean-cut, accurate threads match standard 
1.P.S. piping. 


ne bottler installed a co 
system which delivers 750 


ated water per hour, 


er minute. His 


ae | “4S “a surtace area of 


eet. When backwashing the TRI-CLOVER—' PUMP HEADQUARTERS" for all 
centrifugal pump needs, offering a complete line of 
sanitary, brine and water types in o wide range of 
sizes and capacities, for clear and heavy liquids and 
semi-solids. Available in Iron, Brass, Nickel and 
Stainless Steel. 


Follow the example of users like Coca-Cola, Pepsi-Cola, Canada Dry, Dr. 
Pepper, Vernor, Seven-Up . use TRI-CLOVER products for guaranteed 


satisfaction. Send sketches of your layouts for our recommendations. Call or 
write for full details 


: P EXPORT 
wit water & MACHINE CO. > DIVISION 
5 , : ; Kenosha. i 8 South 
should then be used, iw Es. —. : . . 
£%e ' a SS ah oe a Michigan 
he filters will come in , 7 , ——— — Avenue 
: TRIALLOY AND STAINLESS STEEL FABRICATED STAINLESS STEEL 
chlorinated water over SANITARY FITTINGS, VALVES 


INDUSTRIAL FITTINGS ANE 
PUMPS, TUBING, SPECIALTIES INDUSTRIAL PUMPS U.S.A 
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THE Compiete LINE 


December, 1950 








FOUR COLORS OF GLASS 
4] 0) Ale, (Amber, Georgia Green, 
— 


Flint, Emerald Green) 


ACL (Applied Color Lettering) 
bottle HIGH LUSTRE 


LABEL DESIGN 
Supplier SYNCRO-FLASH FINISH 
PROTECTIVE FILM 
| WOOD CASES 
rs you % DURAGLAS CENTER 
FACILITIES 
| h CORRUGATED CASES 
al Tt oA @7 CONSTANT PACKAGING 
OS 


RESEARCH 


BOTTLES PRODUCED ON MOD- 
ERN AUTOMATIC MACHINES 


OVER 75 YEARS OF BEVERAGE 
BOTTLE MANUFACTURE 





% A corps of top scientists and tech- 
nicians at the Duraglas Center are 


on a perpetual mission to make 
the best beverage bottles still 
better. 


OWENS-ILLINOIS GLASS COMPANY 
Toledo 1, Ohio 


Branches in Principal Cities 


<4 7-02. Duraglas bottle with applied color 
lettering. ACL is supplied in one, two, or three 
bright, durable colors 


an ac 
Qs BEVERAGE BOTTLES 
sume Look better—Last longer 
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Don’t Overpay Your Taxes! 


You have to pay taxes, but you can keep them to a minimum by 
careful planning and sound accounting. Here are some pointers. 


Meas business men pay higher 


taxes than necessary 


Ot course, defense spending nas 


required an increase in taxes, but 


the 


pay only 


nt wants taxpayers to 


yovernme 


their fair share; it does 


not want anvone 


You 


overpaying by 


to Ove rpay 


insure yoursell agatnst 


careful planning and 


sound accounting 


rake even so routine a matter as 
Duving new 


A New England 


I ] nsive 7 ) 
al expensive pirece I 


equipment 


bottler decided 


had taken 


on the 


equipment. He 
lepreciation machine 


depreciated value on his 


the 


and its 
books was 


equipme! t 


$4 000 Howeve 


company would. allow 


$2,000 for it on a trade-i 
considering the tax angle 
r decided against a trade 
lade two sep: it transac 

machine to 
Then he 


for it full 


for $2,000 
machine 

ng the machine 
Ss depre¢ iated value 
loss of $2,000 which 
from his taxable 


deduct 


traded 


radt 
figuring taxes 


offered $2 


vernment it 
lealer had 
ne depreciate 


vould hav 


December, 1950 


You must have good a 


business 
counting advice to guide you 


On the accounting front, the best 


assistance available is that of youn 


certified public accountant. He has 
passed difficult State tests and has 
the experience and skill necessary to 
help you with your accounting prob 
the good habit ot 
When legal 


course 


lems. Cultivate 


getting him to help you 


problems are involved, of 


you will need the advice of a lawye) 


Here are some examples of how 


} 


advance Planning an Save 


But do 


vou 
money 


your own 


progr: 


on them. Slight variations 


transactions 


exist In yow 
they 


mepor 


the ght ¢ npletel 


} 
launie 


Building Repairs 


really iLrs 


call 


to make e) isive cNat 


When are re 


re] 
\ bottler we Smith de 
ges il 
asked 


following work 


cided 
his plant. A 


to estimate 


contractor was 


on the 


repairing the bad spots in the roof ; 


replacing the coal furnace with an 


oil burne relocating the 


installing a mode) 
sVstem 

plaster 

and remodel 


shelves 


The 


: 22 
HDullding new 


estimate Was 


offices 


S1O.000 


Smith beh | i he could de 


S10.000°> from 


ome, under the heading ¢ 


‘repairs.”’ Before now 


checked ¢ i He 


warded 


ahead as 


planned, he would hat 


a deduction of $4,000 


lost 


This is why he would have 


the deductior 
The 
rhe 


preciable, 


cost of repairs 1s deductible 


cost of improvements Is. ae 


but not deductible 


repairs as part of a 


If you make | 


general improvement plan or if you 


do not keep separate records of the 
the 


are considered 


repairs, 


reparrs 
pmprovement wmhich 
ble 


So, the bottler had to determine 


which Jobs were improvements and 


were Repairs are 


which repairs 
the 
steps necessary to keep property i 


add 


considered by Treasury to be 


] 


reasonable without 


In this 


presum 


condition 


ing appreciably to its value 


case, the Treasury would 


accept as repairs: mending 


the 


ibly 
relocat 
the 


the 


; 


bad Spots on 
the 
broke 


walls and ceilings 


rool, 
steam pipes, mending 
and painting 


All 


tre 


plaster 


other items 


would probably be ated as im 


provements 


To solve the proble m, two con 


for re 
The 


tracts were drawn up: one 


pairs, one for improvements 


repairs amounted to $4,000° whict 


Smith was able to deduct 


nceome tax 


rhe rule governing the ti 


repairs and ements hold 


iImproy 


the and improve 
ment of all bottling equipment. If 


le Tor repall 


for instance, vou have an automati 


installed on a machine to re 


feed, do not include 


a manual 
machine i 
Have the 


this 18 


to the 


same contract iobs 


separately. If 














Here is a Recent 
MILLER HYDRO Installation 


The Coca-Cola Bottling Co. of Campbellsville, Ky., is equipped 
with a Super Deluxe Miller Hydro Bottle Washer, Miller-Kendall 
Mixer, Miller Automatic Case & Carton Packer, Miller Type F 
Full Bortle Inspection Light and Miller Bottle ¢ onveyor. 

This equipment is doing a wonderful job in saving money for 
them and the same equipment will do a good job for you and 
will increase your profit 


WRITE TODAY FOR FURTHER INFORMATION! 


MILLER HYD 


o mer CASE PACKERS 
MILLER INSPECTION 
ACCUMULATOR TABLES 


a wyoRO BOTTLE WASHERS 
MILLER KENDALL MIXERS 
CTORS eo «miter 


epactarenrs of mit 


RS . 
J oe COWvEyo! 
es MILLER FLUORESCENT InsP 


BOXES . 


R 


west coast 
ve 


eceacsentTat 


JOHN MULHERN 0. 


ay CO. 


ances 


an roan 
Serving Bottiers 
Since 1913 
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records ol have Dee 


Insurance 


nt 


ment ar 
Family Help You? T x 
le “u 


soutt 
k-ends 


ather’ 


vear-old son a your ass 


worked on wee vou recel 


immers in his f ~ wise, the 


ise father made surance 


{ 


yout 
This 1 
I 


th 


approximately 


pald any othel losses 


careful to keep place 


son's yearly wages under $500 
the 


re 


separate 


withheld income tax on can trace 


t 


n 


d the son had to file 
the 
didn’t 


a 


an a 


h 


payme 


j 
ad 


However, 


Since 


he 


! 
son 


have purchase 


id 


Income, ¢ 


? act 


S Wages ! 


recovered the himselt 


Phe 


payments 


father listed his son’s wages 


expense as they 


Then, 


t} 


were 


since he had pala 


When 


t 
t 


n $500, he wa 


s able bottling 
lent and take not weal 


allowe d t 


You can 


Depre 


ing 


( 
paid tor 


Wilson decided be cost, 


urchase on, plu 


cha 


are 


verage lif 


December, 1950 


Wilson 


msurance 


$18,750 taxes 


evel tn ond-hand equipment I 


Your 


can help you determine a depre 


payable thougt t ! 


accou 


covered only a replace ant 


1 no actual gain resulted clation rate 


for second-hand equip 
ment which will be acceptable to the 


le is that you must replace 


et after lever betore reasury and fair to you 


ve your insurance. Other 


High Tax Years 


difference between the 
1 the 


is a taxable 


in 


t 


and t depreciated value In 
high 
them 

If 


no longer needed, you might returr 


a year when your taxes are 


able 


following ways 


isset gain you may be to minimize 


t 


] 
al 


yood 


ule applies to casualty 


in the 


t is also a ldea_ to you are paying for equipment 


e Insurance in 


bank 
all 


money a 


account, so that t 
the 


he 


you it and take your loss in a high tax 


proceeds into the year 
t 


to) 
f 


until 


new property 


new drink? If 


that the 


Launching a 


it 


pos 


* course lelaved his . 
” eh eo sible, time first 


so 


after receiving the 
. ves months, which may show a loss 


money, and thus saved 


come when vour taxes are higl 
high 


mn advertising, installing a new ac 


Spend money in a tax veal 


Depreciation 
counting system, training 
In 


to insure the continuity of a volume 


ot 


new e 


x 
trucks 


which 


you buy assets ecutives general, spend money 


‘ do 


equipment, et 
out within a year, you are 


the 


business 


I 
do this by deducting 


oO recovel ot cost 


art If 


mas 


onls 


be 


Settle bad debts 
a debt bad, 


vrite that part off 


yout 


a wl 
part of is you 
cost Trom your income 


able to 
t 


wha be con 


the 


the 


may 


Thi 


estimated 


ot Records 


asset 


cost ove! 


You'll 
tor 
he 


«i 


miss many 


if 


opportunities 
kee} 


tl 


is known as deprecia 


don't 
You 


vourself to high b: 


tax savings vou 


t proper records may, 


Clation is a complex 


For 


determining 


t 


1 


subject 
The 


7 


i ick 


the 
deprecia 
he 
ol wh 


it? Not necessarils 


problem instance, 
ta 


has court 


he 


Inexactitucde 


xes Treasury ha 


pre 


cedent o “bear down avily or 


; 
t 


cost of asset 
fal 


the 


those whose 


ost item at 


plus instal 


an you 
to prove exact costs is of } 
t 


may ” 
own making 


It 


present 


plus freight i 


are doubt about 
bookkeeping 
might do well to discuss the 
ot 


vour CPA. Your 


es 
It 


{ 


you In youl 


Ss improvements, plus carry 


lus whatever other system, you 


ryes, 
allowed advan 


t s with 


moder! 
bus 


¥ aye a more one 


t 


| 
manutac 
13 


lividual 


‘ icable to m: 


iness im 
ised the ture . 7 


from t; portant irt of our free 


) 
st t 


1 


” system is Impera 


reco! 


large items. sil unction at 


' tax economy, you 


mum deprecia 
ssible 


methods 


only economy 


profits through 


manayemer 


This ar 
coo pe ration 


he 


has been 
the 
countants 
ol Certified Pul 


th 
Ir 


national 


} 
ficle nrepared 


t 
Imerican 
ti 


i 


ol 


fitute of ‘ 


) 


olessional 


iT 


socte 


countants 


4) 





control 


The experienced touch with 
controls on our great railway 
Juggernauts is duplicated a 
thousandfold ... every hour... 
in the making of glass containers. 
At Brockway...veteran person- 
nel and exclusive methods of manu- 
facture assure...from mould to finished 
product ...a quality which cannot be 
surpassed. | 


PROPRIETARY 
CARBONATED BEVERAGES 
@ PHARMACEUTICAL 
BEER 
uQUOR 


brockway gla al = 


ce$e@ewrany.,. 'n CORPORA T 


BROCKWAY, PA. LAPEL, IND. MUSKOGEE, OKLA. 


CKWAY FOR QUALITY 
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wy small bottler is oftentimes 


puzzled about what to do with re 


gard to advertising. This refers 


particularly to what is termed, 


“mass coverage” advertising 


newspapers, billboards, radio, 
etc. He realizes the need of promo 
tion for his. business, but his ap 
propriation is necessarily limited, 
and he may be discouraged by ex 
penditures made in the past which 
have brought no apparent results 
Let’s analyze some of the mis- 
takes commonly made by bottlers 
with limited appropriations. These 
mistakes are not by any means con 
fined to smaller firms; however, be 
cause the small bottler cannot af 
ford advertising specialists, such 
mistakes are more common in his 
operation 
We find among people who are 
infamiliar with the workings of ad 
vertising a mistaken idea about 
it should do for them. The 
function of advertising is to 
ay for sales not to close 
es. This is true except in certain 
types of coupon ads which can be 
measured by the number of replies 
received. It must always be remem 
udvertising is only one 
of selling And, being 
tools, it cannot be 
the entire job of 
rand maintaining bever 
1O! It must be corre 
other tools personal 
display, aggressive 
satistactory service 
quality of product 


business 
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AVAILABILITY AFFECTS AD RESULTS 


Advertising’s main function is to pave the way for sales, not to close 
sales. Oftentimes, a bottler will attribute his non-improving sales picture 
to ineffective advertising, when actually poor distribution is to blame. 
Remember, desire to buy cannot be translated into sales unless the bev 


erage is available in retail outlets. 


Don’t Spread Your Shots” 
One of the most common mis- 
takes in advertising is to “spread 


your shots.” The big advertiser 


can afford to spread his appropri- 


ation advantageously over several 
media such as billboards, painted 


walls, radio, newspapers, car 


caras eu The small advertiser 
cannot afford to buy a little of this 
and a little of that. He is better 
off to concentrate his limited in 
vestment in one type of advertis 
ing at a time and do a consistent 
job with it 

Another mistake is to advertise 
without a plan and_ without 
definite objective. This is equiva 
lent to getting on your horse and 
riding off in all directions. The 
decide what he 


advertiser must 


wants to accomplish, the audience 


he wants to reach, and what 
medium will reach it to best ad 
vantage. The objective of his ad 
vertising campaign may be any one 
of several to introduce a new 
drink, to publicize a sampling deal, 
to promote carton sales, to mer 
chandise a premium offer, to attract 
juvenile trade, ete. The important 
thing is to have a well defined ob 
jective and point your advertising 
toward it--then tie in with per 
sonal selling and store display 
aimed at the same objective 
Jeware of waste circulation. Ad 
vertising can do no good unless it 
is concentrated in the area where 
the company has distribution. De 


sire to buy cannot be translated 


into sales unless the beverage is 


43 





available in retail outlets. All 


Vertising rates are based on cit 


culation and, if the campaign is 


scheduled in a medium— which 


reaches far bevond the bottler’s 
area of distribution, he is paying 
whict 


a premium for circulation 


he cannot ise 


Consistency Is Important 


One of the basic axioms of ad 


vertising is, “repetition builds 
spotting of a few 


there at 


reputation.” The 
advertisements here and 
irregular intervals usually adds up 
to wasted money. If the appropri 
ation is not large enough to assure 
a reasonable continuity in the 


medium selected, it is better to 


investigate some kind of advertis 


ing Which can be used continuously 


If the bottler decides to design 
and write his own advertisements, 
the following comments may prove 
helpful If illustrations are = in 
cluded they should, wherever possi 
ble, show the product in use. A pic 
ture of someone drinking your bey 
registering 


erage and enjoyment 


does a better selling job than a mere 


reproduction of the bottle 


\ good many advertisers insist, 


on using all caps in their head- 


lines, thinking that they get more 
attention that way. Yet, we write 
in upper and lower case and are 
accustomed to doing most of our 
lower case 


reading in upper and 


It is far more legible to the aver- 
age reader. Beware of script letter 
ng for the simple reason that it is 
harder to read at a glance 

We have all seen advertisements 
in Which the headlines told nothing 
of what the reader could expect in 
the copy. Captions which utilize a 


play on words or irrelevant and 


may fail to 


general expressions 
lead attention into the text of the 
Make your head 


possible and be 


selling message 


line as short as 
sure that it indicates the idea you 
are trying to put across 

been written on 


Volumes have 


the tec hnique of successful adver 
tising and more will continue to be 
The above hints, however, 


helpful to the 


written 
will prove bottle: 
who wishes to take advantage of 
the power of advertising and who 
afford to take 


cannot advantage 


of professional services in design 


ing and scheduling his campaign 














Come now. Bentley 





let's keep our personal opinions out of this 








Dad’s TV Show Building 
Youth Market 

Pedigreed cocker spaniel puppies 
and portable radios are being given 
as prizes in a letter-writing contest 
on “Dad’s Ranch” television pro- 
gram sponsored by the Dad’s Root 
Beer Company on Station WGN-TV, 
Chicago 

Children appear on the program, 
Dad’s 
Root Beer by itself and mixed with 
Dad’s Black Cows 


and listen to stories told by a cow 


play with the puppies, enjoy 


ice cream 1n 


boy actor during live commercials 

Members of the television audi- 
ence are instructed to send three 
Dad’s Root Beer bottle caps with 
Every 


each entry in the contest 


entry makes the sender a membe} 
of Dad’s Ranch Hands. Dealers who 
sold Dad’s to the winning contest 


ants also receive prizes 


am Builds 


Open House Pre 


Dealer, Consumer Goodwill 


“Open house” is one of the most 


effective tools of public relations, 
and perhaps no bottler more suc 
method of 


Mahe? 


cessfully employs this 


“communication” than the 
Seven-Up development at St. Jo 
seph, Mo Scores of s¢ hool children 
for instance, have been taken on 
conducted tours through the plant 
in recent years, as has been re 
ported from time to time 

More 


including more than 100 deal 


1.500 per 


recently, some 
sons, 
ers, paid the development a visit 


during a three-day “open house 


Among other things, they saw the 


development’s brand-new) machin 
ery, including a Pre-mix filler and 
crowner, Syn-Cro Meter and De 


aerator 


Mrs. Mi. Straus 


Mrs. Minnie 


ner in the firm of the S & L 


Straus, 51, 

Straus 

Beverage Co the Old Dominio 

Beverage Company, the Canada Dry 

Bottling Company and the Dixie 
) 


Wine Company, all tichmond 
died November 15 
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Discharge end of the new International 
showing improved gravity discharge. 


PTE new 


Above photo shows late stage of production of a 
new Barry-Wehmiller International Bottle Cleaner 
prior to completing final tests before shipment to 
the National Brewing Company, Baltimore, Md. 


The revolutionary design features and advanced 
engineering of the International have attracted the 
attention of the entire industry. Its ability to step 
up production and lower costs of caustic and 
operating expense make it an exceptional invest- 
ment for any bottle shop seeking the most efficient 


cleaning operation. 


One principal compartment combines dormant 


soaking with hydraulic washing action both inside 


gorite 


ene 


TT 


That Cleans Better, 
Faster, and at Less Cost 


and out. An entirely new system provides con- 
tinuous sludge and label removal to outside of 
machine achieving substantial caustic savings. 
Rotary valve controlling caustic pressure spraying, 
unique rocking grates and vibrating screen all 
contribute to the greater over-all efficiency of the 
International, 


Designed so as to be easily accessible for main- 
tenance. the International will be available in 5 
different floor styles, single or double end, with 
split, pint, fifth and quart models. 


To keep up to date on the finest in bottle clean- 
ing equipment, write for complete details of the 
International today. 


en 
BaRRY-WEAMILLER | am 


1950 


ECUADOR, RIO DE JANEIR 


BRAZII 


45 





“Al-Family Holiday 
Drink of Mi OS / 


— mAh Prk 7 
tPA OE st et v 
q : c 7 4 ue: es ~ 5 
e § = 4 

ke lag ae 7 


x” ¥ i ae , 
* a ‘Ss 
FPR 


Since its introduction in 1930, 
7-Up has made a national salés 
gain every single year! 


Stu lke tt 1¢ likes a / ass 


THE SEVEN-UP COMPANY, St. Louis, Missouri 
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CROWNS 


..- As You Need Them! 
... When You Need Them! ... 





th Precision-made 
brightly thographed 
CROWNS for more than 20 


years 


delivery in a hurry? Need special 
decorations? Stock designs? — Just call 
We also manufacture metal screw caps from 


18mm up to 89mm 





Penn Cork & Closures. Ine. 


( 
YI) 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, W. Y 
~~ ion 0 ¢ 














for \ 
strawberry 


He E_ED 


customers 
mever forget 





_.--" beverage cases 


"pe togeter 


All half-depth cases 
are furnished with 
DOVETAILED center 


portition 


Standard 
replacement 


parts 








bACoe | 
GIDEON - ANDERSON 


fet i+} Zo) | MISSOURI 


December, 1950 





Water Treating Equipment Needs 


The right water treating equipment will help prevent produc- 


tion shutdowns... and improve your finished product, too. 


by STEPHEN J. GULLO equipment ne o handle all wa where certain chemicals ¢ 
Product Control Div. ter |] aving thi ire mixed ; (2) some devi 
The Pepsi-Cola Co. t mear that t t | Wi trolling the flow of wat 
have a : | chemical feeders for each che 
used; (4) a sand filter, ; 
activated carbon purifier 
Equipment Specifications The design 
The specifications for such equip should be such that 


{ 


call for 1) a reaction tank chemicals are 





WATER TREATING EQUIPMENT COST 
850 Gallon Per Hour Coagulator 


l Cost: 1,000 gallon base 
(a 1 cent per lh. < 
ins per gallon ferrous s ilphate 
P , 


@ oo cents per 


hoarine (@ OU «¢ 


1200 watts 
500 watts hi 
200 watts hi 


2 000 watts hi 

a 2 ects o 1 cts Hi 
1000 845 x 4 cents equals 4.5 cents 1000 gallons. 
Total Power and Chemical Cost equals 14 cents 1000 gallons. 
At 1.9 gallons per case, Operating Cost equals 14 x 1.9 1000, 

or .027 cents case. 

Investment: 
BK pment plus installation—$5400.00. 
Figure life at 15 years—5400 15 equals $360.00 ‘year. 
360 250 equals $1.44 per day 


1f 2500 cases per day, 1.44 2500 equals .0O57 cents per case 


TOTAL COST INVESTMENT PLUS OPERATION equals .057 
plus .027 or .084 cents case. 
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nimum of two hours 


pumped to the sand 


IS Dasi¢ 


equipment 


1andle any water pri 


matter, al 


organk 


turbidity by changed 


or changing the 
als used No additional equip 
needed 


hiorination and coagula 


ires complete organic mat 


al. Superchlorination is 


isting chlorine dos 


Tree 


Is a constant 


in the sand 


" 
chiorine 


nt of 6-8 ppm. Extensive 


authorities who have 


it deal ot 


research with 
the properties of chlorine 
that when 


rmed the fact 


contact with 


remains mn 
nimum of two hours, 
left over practically 


matter are elim 


of the organic matte. 
d by the superchlorination 
is removed by coagu 

treatment 
is used which forms 
gelatenous mass which 
suspended material ir 
as this coagulated 
and removed, 


entrapped 


high, lime 
} 


needed reduc 


whict 


waters 


form 


Two Basic Water Types 


there are two 


December, 1950 


kalinity was low, and the organic 


content high, complete treatment 


was effected by superchlorination, 


coagulation using aluminum su 


phate, and then subsequent treat 


ment through a sand filter and a 
tivated carbon purifier 
When the 


low in 


water was relatively 


organic content, but high in 
complete treatment was 


the 


alkalinity, 


obtained by use of lime for al 


kalinity reduction, chlorine and 


lime potash alum for coagulation 


Again this was followed by sand fil 


tration and activated carbon puri 


fication 
The 


ent 


existence of these two diffe: 


methods of treatment was 


not to be desired from a parent 
company quality control viewpoint 
From an individual bottler’s stand 
point, neither of these two methods 
could easily be adjusted to the o 
ganic and alkaline fluctuation which 
found to be normal to 


have been 


water supply. Slight changes in PH 
affected the 


process often with adversive results 


severely coagulation 





general 


appearance 


write to 


633 E. Main Street 





| performance... 


Compare! | 


| for bottling fruit drinks, chocolate and other non- 


HEADQUARTERS for 
Compact, Inexpensive Bottling Equipment 
For Still Drinks!... 


Les for simplicity of design . . . for trouble-free 


for sound value .. . for handsome 


and you'll choose MS Equipment 


carbonated beverages. 


Illustrated above is the MS 10 tube filler, complete 
with MS engineered conveyor, polished stainless 
steel base. Capacity 120 cases per hour. Available 


in a variety of sizes and capacities. 


MACHINERY SERVICE COMPANY 


* Louisville, Kentucky 











Single Method Found his method, chlorine 
Water treating equipment manu 
of this prob ppm., 


Maintain an excess 


alum facturers were aware yoing through the sand 
lel lem the need for a single method used as 


oluble und 


Ferrous sulphate 
Therefore obt iin complete treatme! About yulant and gene rallv a dosage 
or elght vears ayo ! t > rail ) yallor produces 


such the 
was introduced to industry lesired results. No matter what the 
This utilized the use of lime is, lime is used so that 
late and chlorine is maintained. This 
of this method I l Is easily controlled by mak 
idoption has confirmed simple alkalinity tests—one 
t nolphthalein alkalinity 


CUSTS adapted oO any W 


for methyl orange al 
the equipment 
viously, with lime, ferrou 


chlorine treatment, is vers 


No special training is -re 

iting instructions are 
FURNISHING A NATIONAL CREDIT AND COLLEC- vided by the equipment 
FOR THE BEVERAGE INDUSTR\ 


sufficient 


manufacturers, and are 


TION SERVICE 
sure continuous good results 


UNITED BUILDING - + + LOUISVILLE 2, KENTUCKY rts from tual | 
ports fro actual bo 


where complete chemical 


| 
tt 


MBERSHIP 


tLMBLEM 
equipment is instal 


A best seller 


for 28 ] at al LIOT nat tl t 
Cost Of Equipment 


at does this equipmer 


THE sat ti ial Aad Dia 


29th 


ANNUAL 
EDITION 


will be 
published in 
January 
write for your 
copy NOW. 


years 





at your 
finger tips: 


© Bottiers 
Breweries 
Franchises Ai Mes 
Management - sit ment. Re oe cee 
Personnel a and publ ns 
Years of Operation 


Paying Habits 


HE United Beverage Bureau bands together the leading 


manufacturers and supply houses of America selling the beverage 


trade for the collection and distribution of credit information 


among themselves 
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— What bothers you 
about your 
beverage water? 


Pg Pd 

* « . 2s % 2 
2 

+2 % Pd ° 


color? ~* ODOR? HARDNESS?“ 


¢ 


. < 
So | a 
%e ws 


SEDIMENT? ~ ALKALINITY? ~ 


Permutit has equipment that will remove any of the 
above impurities and give you ideal beverage water. 
In one quick operation, the Permutit Precipitator 
sterilizes water, removes organic matter and turbidity, 
and lowers alkalinity. This unit is more compact and 
streamlined than ever before . .. and all internal 
mechanisms are factory installed, so you lose no time 
in on-the-job assembly. 

A Permutit Neutralite Filter then polishes the 
water, and all taste and odor are removed by passing 
it through a Carbo-Dur® Purifier. Carbo-Dur has 
proved its superiority to all other carbons. 

Get full details today about this equipment. Just 
write to The Permutit Company, Dept. NB-12, 330 
West 42nd St., New York 18,N.Y. 


Neu design of this equipment 
gives easter mMaimtenance, 
greater compactness— 


eliminates on-the-job assembly 


/\ 
Water Conditioning Headquarters /\\ for Gver37 Years 
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Why The $1.40 Price? 


Parent company official offers six important reasons. 


several parts 
country, and in most instances, 
bottlers are sticking with it 


()-So Grape 


a jump? Here are 
general reasons, and we think 


make sense 


Bottlers’ costs have moved up 
ward so fast since the Korean 
var that the Yh or $1.00 
amounts to a “break 
price only 
This last increase 
gether with 
spending plunge 
ministration have 
the die-hards 
nickel beverage is finished 
Where rices have been raised 
to SL.10 or S1.20, a cor fused 
retail market resulted, some 
retailers charging 6c, and 
others charging 7e, mr 10¢ 
This created 
faction. The 
tablishes a dime bottle pri 
straight across the board, and 


] 


It n a stabilize 


results Il 
market 
Major coin vendors 
must be 
take care 
ncreuvses 
future, They c: 
their coin vendor 


ICKeL al 


The American public has been 
psychologically readied for 
the 10¢ price, due to price in 
creases in virtually every 
other field. For instance, ma- 
jor nickel candy bar people 
are all bringing out dime bars 
and report that sales of the 
dime bar are supplanting the 
nickel bars 


The $1.40 price gives the re 
tailer more percentage mark 
up than he had at a nickel on 
his old 80c cost. If the mark 
up were to be left the same, 
the new price to the retailer 
would be $1.60. The retailer 
has demonstrated that he 
needs more than this. old 
markup by having raised to 
6¢ and higher even on his old 
ROc cost The $1.40 price, 
therefore, gives the retailer a 
full dollar per Case gross 
profit. It will hold him at the 
lc bottle price, and it has 
already proven that it gains 
his enthusiastic support 

prete rred position in the 
store, carton displays, et 
Further, the $1.40 price pet 
mits a lower carton price, 

for 45¢c. On §1.60 cost, the 
retailer would have to charge 


six for 50c for cartons 


Do not be misled by bottlers who 
would like to petition state yisla 
tors for a State Bottle Tax in ordet 
break the nickel price Suct 
tax will eventually come out of the 


bottler’s pocket and the $1.40 price 


nickel is already broken and 


smoke is just clearing away 


The soft drink industry is at last 


President,"O-So Grape Co.--Dr. Swett's Root Beer Co. 
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formed by a lay person on 
of the Church 


behalf s. C. Dobbs 


Samuel Candler Dobbs 8&1 





ence G. Stoner, president ot 


the Seven-Up bottling dev 


at Harrisburg, Pa., 


the House of 


elopment 
was elected to 
Representatives of 
the Pennsylvania State 


Nov. 7. Mr 


Legislature, 
Stoner will represent 
County H 

Hank) Cushing, 


" ’ 
Bottling ( 


Cumberland 
ownel 

Hastings, Ne 
Nebraska 


Nehi 


Draska, WO! the Open 


Handicap on the opening day of the 
72nd annual state trapshoot at the 


Central Nebraska Gun Range 


hip Woodruff of At 


Gia chairman ¢ the execu 


committee of the Coca-Cola 


has been elected a Trustee of 


Tuskegee Institute by the Board of 


{ 


Trustees of this Alabama institute 
Mr. Woodruff has been 


yrominent 
educational activities, 


Martha 


serving 
a trust oft the Berry 
School of Rome 

J. M. Joyce of the Joyce 
Joliet Ill., 


Knighted to the 


seven 


Bottling Co was re 
Court of 
Pius XII. This 
that the Ro 


itholic Church can 


DY Pope 
lighest honor 
bestow 
ayman and is in recogni 


outstanding services pet 





DR. SAMUEL S. EPSTEIN 

For his series of production prob 
lem discussions and analyses of 
bottle washing and _ ultra-violet 
Samuel S. Ep 
recently was named co 
winner of the coveted Chester 
man award, “Oscar” of the soft 
drink industry. Dr. Epstein is Vice 
President and Chemist of Kirsch’s 
Beverages, Inc.. of Brooklyn, N. Y. 


sterilization, Dr 


stein 
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George S 
signed as vice-president and 
manager of the 7-U 
Pittsburgh, Inc 


general manager of the 


‘o. of 


vision of Reymer and 
of Pittsburgh 


Clarke, 


Bros., 
president of the Nehi 
Norfolk, Va., 
elected president of 
Norfolk Kiwanis Club 


tling Co., Inc., 


recently 


Thomas 


Haymans, J) has re 


yen 


p Bottling 
to become 


Ble nd 


Di 
Tne 
C 
Bot- 
Was 


the 


president oc the 


forme! 


Coca-Cola Com 


pany, died Oct. 31 


} 


Bottling Company, 


Mr. Dobbs 
Company 
became 


1919. He 


Ken Borgese, 


joined the Coca-C« 


as a salesman in 1890 and 


president of the firn 


resigned a vear late 


ken Borgese 


partner in the Staa 


Niagara F 


N. Y., passed away recently 


May God show us the way 
to bestow the gift of Eternal 
Peace on our loved ones. 
Let our Hope for the Future 
spur us on to face the New Year 
with Courage .. . ever mindful 


of our individual responsibilities 


in bringing Good Will toward men. 


, We, of the Flavorex Company, 
are deeply grateful for your 
Confidence and Patronage, 
and hope that in the years 


FINE FRUIT JUICE FLAVORS 
AVE. BALTIMORE 2, MD. 


ys Pi AA gain 


53 





Phis Michigan Plant “Tops” 100 YEARS OF SERVICE 


the Country 


More than one hundred years of combined service to the beverage in 
dustry is represented in the two men above—H. E. Kimball, president of 
the Clicquot Club Co., and James Vernor, head of the James Vernor Co. 
Both have attended practically every national convention-exposition, in 


Government Invites Food 
cluding the recent San Francisco meeting. where this picture was taken. 





Processors to Testify 


I 1 proce ! ind distribute 
; ; N. Y. CANADA DRY BOTTLERS GET TOGETHER 


Canada Dry bottlers in New York State were well represented at the 
annual Canada Dry convention in N. Y. C., Oct. 9-10. Smiling hand 
somely for the cameramen are. left to right, front row: Bill Brayton of 
J. M. Mathes. Inc.: Ralph Jason, fieldman; and H. J. Bersani from Syracuse. 
Back row: Charles Leland. Hornell bottler; Sal Russo of Mechanicville 
James Goss of Syracuse; Joseph Barbara of Endicott. and Carl Touhey 
of Albany. 








MEET COMPETITION 


with 


Anchorglass 


NEW YORKER and CASCADE BEVERAGE BOTTLES 


line of beverages 


52 years of consumer acceptance ¢ Sell 
Quality higher today than ever 
All popular flavors in demand 
Prompt shipment day order received 


Write Today 


MONARCH MANUFACTURING COMPANY [mira arvcicn cover caseis 


P. O. Box 68, Station A Atlanta, Ga 
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Win and Place 
in Any Flavor Race 


e@ When you bottle Julep Flavors* you have 
a strong contender for first place in the 
race for soft drink sales 


Add the Howel’s Root Beer franchise, 
backed by the 7-Step Merchandising Plan, and 
you have another “front runner” that 
will guarantee you a bigger share of the purse YEU EEL 

For these fine soft drinks have the Roe 
taste-tingling goodness you need to go places VOT oT BEEF 

; : th that pood 

; -omns — ar ow oo 
in fast company. Unlike ordinary Chiened Flava? 
beverages which progress only when you ere ; 


=-_" 





apply the whip, these are especially responsive 
to sound promotion because they 

have the inherent goodness that builds more 
sales on word-of-mouth advertising alone. 


You risk less, you win more, when 





you back the favorites. Get our proposition 
today and be convinced 


ae a 
‘=. aA < ee adh om 


YW BSG FS 








JULEP GUARANTEE ‘Yo 
“ESCALATOR” PROFITS 


Julep super-quality costs no more than ordinary 
And the more you sell, the more you make per 
bottle. Purchase of 200 gollons of Julep flavors 
within @ year earns you a refund of 5%; 500 
gallons earns a refund of 10%. Freight pre- 
paid on all shipments of 12 gallons or more 
*Avoilable for use in your own bottles, or under the 
Protective Territorial Franchise using special ‘It's 
JULEP Time’ caps and applied color label bottles 


THE JULEP COMPANY 
SYCAMORE. ILLINOIS + 200 Davis Street, San Francisco, California 
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Saves Lobo, 1 


oo man 
en 


Saves 
Maintenance! 


(ARS PERLE ot 


Bottle Breakage! 


HEIL B-200 Series Bottlewashers 


yee, Convenient I-man machines 


} 


wee 
| ll 
f 


TT - 
— 
» 
Operation is easy load table and 
discharge conveyor of convenient height 
and within easy reach 


New design! New efficiency! Heil’s new Gravity discharge. No push-out fin- 
> | r » e . ” 

answer to the need for lower bottle- gers to get “out of whack” or chip boutfes 

washing costs Just look at these features e rf 

Preliminary water flood — first of 


= Loading table is only 24 deep. two pre-rinsings, starts the washing cycle 

of tank Discharge conveyor is within easy reach and tempers bottles for the soak 

Extra-powerful pumping and 

Stainless-steel infeed acts as un- flushing capacities — for positive 
I 


Heating coils located outside ' 
for easy cleaning of your operator facilitates inspection 


ambling-type load. There's less hand label and glue removal 
ing of boctles before they reach pocket 


Fewer movin rts. Le adjust- 
icks, no contamination, n pass ad e ° g pe : ==" —" 


ments, less maintenance 
There are Heil B-200 Bottlewasher 
. sen drive ide . models in capacities that range from 42 
mo nate Innes dies 
Heovy - duty, cont nvovs nside pre-rinse flushes | dirt to 160 bottles per minute. Ask your Heil 
eov 


) i 
on power fror ierted botles, before they enter agent for complete details on the washer 


reign matter from one bottle 


saves 
caustic soak tank .Soak solution i pt to meet your requirements. Or write 


clean, can be used longer for bulletin BW-50313, 


tHE HEIL co. 


Dept. 28120, 3028 West Montana Street, Milwaukee 1, Wisconsin 
yeduce® friction, 1" Factories: Milwaukee, Wisconsin — Hillside, New Jersey 
simplitie ed 4 One® etticieney District Offices: Hillside, Washington, D. C., Atlanta, Minneapolis, Kansas City, 
creave® Dallas, Milwaukee, Detroit, Chicago, Los Angeles, Seattle 

ew-1t6 
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i 
) WIDE... and LOTS LOWER 


ald 


Che HERMAN 


BOTTLERS’ BODY 


Here’s the “lowdown” on the HER- 
MAN “5 wide and lots lower” Bottlers’ 


Body. No more climbing after cases— 


just reach ... they’re there! A real 
speedup INNOVATION that delivers 
more, more and MORE ... for more 
bottlers everywhere. You too can en- 
joy the profit from this new Modern 
Method—order your new Herman Bot- 
tlers’ Body today ...so we can put 
you into our production schedule 


get your body when you want it. 


; Write TODAY for literature 
| Lt) ARreMan D 


| BOAR | F tailed int é 
| Rous ® ome sue || and detailed information. 
Ts ie oie 1G TOO! 








HERMAN BODY CO. - 4400 Clayton Ave. - St. Louis, Mo. 


December, 1950 





e~ Here’s another hottler 


Morhasy produdion.. 
MR. JOHN R. PURPURA, Production Manager, 
Vigor Beverages Co., Inc., Kearny, New Jersey 





MR. PURPURA'S experience shows that there is an answer to 


the problem of getting costs down... profits up. The one sure way is 


by a more efficient bottling line. Practically all other costs are fixed. 
And he is only one of hundreds of Cem owners who have found that 
this is the bottling line which has all the features to assure 





profitable bottling under a wide range of conditions. 


Why not find out how the complete Cem System can make 
your production more efficient ... stimulate your sales ... increase your 
profits? Your Crown Representative will be glad to give you more 


detailed information. Or, if you prefer, write us direct. 


CROWN CORK & SEAL COMPANY 


Machine Sales Division - Baltimore 3, Md. 


f 
Practic 


ally 7 
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SEALED-IN FLAVOR 


right from California’s sunny groves... 


BOTTLERS LEM( N 


FORMIA FRUIT GrowERS FXOM 


ONTAmO, CALIFORNIA 


Bottle profitah/y what the consumer Alway ld in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 
Orange and lemon drinks, made 


with Exchange fruit juice bases 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 


Products Department, Ont 


400 West Madison Street, Chicago 6, Ili JUICES 
99 Hudson Street, New York 13, N.Y. 
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Personalized 
Bottling 
Formulas 
Made for 
Your Plant 


THE BOTTLING FORMULAS being presented to this bottler were made out 


particularly for him so that they would fit his individual requirements 


ie 


equipment, and bottling methods. Typewritten on special forms, they 
are complete and easy to understand and follow. Prepared by Hlurty-Peck 
to help bottlers make their beverages conveniently and correctly. these 


formulas are mace on any hasis a bottler may desire to use a part ular 


remere-senstviewiasten Pea eft} 


throw, to make a certain number of cases, to use any multiple of 100 pounds 
rallons of flavor to the bateh, ete. 


of dry sugar. to use any number of 


<< 
TO INSURE ACCURATE INGREDIENT CONTENT for his next batch, 


this syrup reom man is checking against the Hlurty-Peck 
itemized formula sheet he holds. to see that all ingredients 
in their proper quantities, are correct, before he begins making 
his bateh. By having all ingredi nts accurately measured and 
laid out before starting to mix. he is assured that there will be 


no omission or doubling uponany ingredient 


— 
CHECKING THE SYRUP THROW by actual meas- 


urement ina vraduate every time the throw 
Is changed Is important to make sure the 
setting Is accurate If throw settings are 
changed frequently, this checking can con- 
sume a good deal of time and become a bur- 
den lo eliminate the need for changing throws 
when different flavors are run. Hurty-Peek 
will adjust the botthne formula for each of 
your flavors so that vou can use one common 
throw for all flavors. Vhis enables bottlers to 


secure the greatest eflicieney with least effort. 


Supplying your plant with per- se aT. Tee 
sonaliszed bottling formulas to 


meet your individual require- H U R T Y 
-PECK & COMPANY 


ments, is another helpful service 
offered to bottlers free by Hurty- Makers of Quality ‘‘Superb’’ Flavors 


Peck & Company. indianapolis 7, Ind. Santa Ana, Calif. 
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BOTTLERS WHO USE FLO-SWEET SAVE $,$$$ EVERY YEAR 


a Flo-Sweet engineered and supervised 
90°, of the liquid sugar installations 
in the areas it serves. 


a Flo-Sweet has the sugar industry’s 
outstanding Research Laboratory. 


Users’ experiences prove that such impor- 
tant savings are typical whenever liquid 
sugar replaces dry sugar. The fact that 
three easy mechanical operations do the 
work of 10 back-breaking storage and 
handling operations is one quick indica- 
tion of how Flo-Sweet cuts costs. 

Users’ experiences prove, too, that 
there’s no substitute for—nothing ‘“‘just 
as good” as Flo-Sweet experience, Flo- 
Sweet ‘‘know-how,” Flo-Sweet service. 

THESE ARE FACTS: 
Flo-Sweet made the first liquid sugar 
for bulk distribution 27 years ago. 


Flo-Sweet serves you with the largest 
fleet of tank-trucks, tank-cars and 
tank-ships handling liquid sugar today. 


& Flo-Sweet is the only liquid sugar 

supplier in the East maintaining stor- 
age facilities away from the refinery 
for customer service. 


Therefore, when you get Flo-Sweet you get more plant 
assistance, product research and improvement, prod- 
uct control, and always-dependable service . .. AND 
THOSE ARE THE THINGS THAT SAVE YOU $,$$$ EVERY YEAR 


SAVINGS, SANITATION AND SERVICE 
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Lusty Price Boost Needed 
Virginia Bottlers Hear 


Voaw bottlers were told last 


month that “what this industry 


needs is a lusty boost in price.” 

Meeting in annual convention, 
November 13-14, at Norfolk, they 
heard J. C. Fuller of Nehi Bottling 
Co.., Newport News, declare that a 
price increase is the only proper 
medicine for this “very sick busi- 
ness.”” 

There are actually three ways to 
effect a price rise, he said—taxa- 
tion, unionization, and by common 
agreement 

As to the first proposition—tax- 
Fuller 


against any form of Governmental 


ation declared: “I am 
intervention. The power to tax is 
the power to destroy. There are 
both federal and state legislatures 
that are looking with longing and 


greedy eyes, for new sources of rev- 


enue.” He urged bottlers to unite 


against any attempts by Govern- 
ment to impose a discriminatory 
beverage tax 

Fuller also criticized the idea of 
forcing a tax increase by promot 
ing unionization, which is tanta- 
mount to heavier labor costs. “To 
unionize all plants would result in 
a bigger resale price We do not 
favor this.” 

Then, referring to the third al- 
“Common 


ternative, he asserted: 


consent or common agreement 1s 
the American way and, I believe, 
the right way. I believe that any 
industry that can show a just need 
for an advance would not have to 
worry about the Federal Law. Take, 
for example the oil industry and 
the cigarette industry. When a cer- 
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tain oil company says the price of 
gasoline is 27c per gallon, other 
companies fall in line. When one 
brand of cigarettes is selling for 
17c per package, you don’t buy 
other brands for 15 or 16c¢ per 
package.” 

To postpone the inevitability of 
Fuller 
means that bottlers will be “forced 
back into the 
streets, and the lofts from which 


a price increase, added, 


cellars, the side 


we sprung.” 

Other speakers at the twe day 
meeting were: Joseph C. Feagley, 
vice-president and general mana- 
ger, Glass Closure Division, Arm- 
strong Cork Co., Lancaster, Pa.; 
Joseph A. LaPides, treasurer and 
a director of the ABCB: N. L. 
Franklin, of Richmond, director, 
Dairy and Foods Division, Virginia 
State Department of Agriculture; 
J. W 
president, Consolidated Cork Co.; 
E. A. Hildreth, Owens-Illinois Glass 
Co., Toledo, O., and Representative 
Thomas B. Stanley (D., Va 


Pipes, of New York, vice- 


VIRGINIA OFFICERS. DIRECTORS 


Olin Garrett, of the Dr. Pepper 
Bottling Company, Norfolk, was 
elected president of the association 
at the close of the convention. He 
succeeds I. L. Flory, Jr., Elkton 
Lithia Bottling Co., Elkton. 

Others chosen were: C. B. Barker, 
McPherson Beverage Corp., South 
Hill, vice-president; George F. 
Scott, Coca-Cola Bottling Co., Nor- 
ton; J. C. Fuller, Nehi Bottling Co., 
Newport Julian H. 
Black, Bottling Co., 
Waynesboro, directors. 

Frank G. Louthan and Calvert G. 
deColigny, both of Richmond, will 
continue as secretary-treasurer and 


News, and 
Seven-Up 


executive secretary, respectively. 

Directors whose terms expire in 
1951 and who “carry over” until 
next year are Philip Fowle, Nehi 
Bottling Co., Staunton, and A. M. 
Krebs, Bottling Co., 
Roanoke. 

Jacob Brown, of the Pepsi-Cola 
Bottling Co., Richmond, was’named 
to succeed President Garrett as a 


Coca-Cola 


director 


Seated (left to right): Frank G. Louthan, secretary-treasurer; J. C. Fuller, 


director: C. B 


Barker, vice-president; Olin Garrett. president; I. L. Flory. 


Jr., retiring president. Standing (left) to right): Calvert G. deColigny, ex- 
ecutive secretary: and directors A. M. Krebs, Jacob Brown, Philip Fowle, 


Julian H. Black, and George F. Scott. 








Get Up... Get Out... Aud Sell! 


It's time to wear out your shoe leather, not your pant seats. 


} days in business were “of Best Paid Salesman? That's You! 


fice in our hat” days. We pounded j The highest paid salesman on 
the pavements selling our product ; your staff is vou. Are you getting 
and envied those with big plush 4 > your money’s worth? 
offices, hoping that some day we'd } Who has the most time available 
have one 3 . a" for selling new accounts? You or 
Those were the times when shoe your route salesmen? How long has 
leather wore out faster than pant ; it been since you spent a whole day 
seats. Fair enough, half-soles were é getting new business? 
a lot cheaper than a pair of trou Try it for a while. Put your office 
sers and shiny pants only look well 2 back in your hat, your faith in your 
on chorus girls product and your effort in your 
Then, of course, we were trying feet. The only sure thing you'll 
to build something, and many of us gather sitting still is flies 
felt that our most important job Z Get a good crew to bottle your 
was to build sales. That’s still the ; beverage, show them how you want 
main job, but strangely enough, a it done. Give them the equipment 
is having achieved “boss” ff they need and a plan to follow 
us are trying to get those sales he ie. Then, get a stout pair of shoes 
from an office chai : and a strong sate to keep the moneys 
It won't work! At least, it won't in and you're in business! 
business. This IS THIS YOU? If you want sales control and lots 


wot to Ms no holy tog when Bet, of records —get a bookkeeper. You 
wear out shoe leather to keep your author contends. Instead. he an always call in for a nickel and 
oe bee ie bis alee po gee check on how things are doing 
The saddest picture in the world out and see his trade mare often. Most people who come to your office 


the one of a bottler sitting back want to sell, not buy. They won't 


work in the beverage 


one “game” where vou've 


volume uy] 





in a swivel chair crying the blues even pay your rent! 


generally on the front of any retail Get Off Your Chair 


don't do a day’s work; or spending 
outlet 


hours at his desk dream-° a A chair is like a soldier’s fox 
The only man who ever got any 


ibout how his’ driver-salesmen 


prec 1oOus 
ing about some promotional scheme hole, nice to have at times, but no 
where singing the blues was Al 

that will u ase sales 100 at lol one ever won a battle sitting in one 

Joson 

no cost! It might be a good idea to put 
_ Did you ever watch a kid on a e : I 
The best promotion I know is a coat 


> mm f fresh paint on all the 
sled? The only place he can go in ; ; ”" = 
chairs every three days. You'd have 


the one where the “boss” puts his 
a sitting position is down hill d 

left foot about thirty inches ahead the nicest looking office in town 

of his right and then lets them and a nice sales record. too 


Or, give them to the undertaker 





spend the rest of the day passing 


| th 
each other! he’s the only man we know who 


One of the few men who can by C. M. LAMASON can sit and wait for the customers 
make money hanging around ; Franchise Sales Mgr. It’s yvour business, and you're 


office chair is a dentist Charles E. Hires Co. probably the best man you've got 


The open door to more sales is Keep him on his feet! 
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Yona Sucre Baye 
Yeucther Evans eater! 


Satisfied Users 
Are Enthusiastic in 
gor east onano AVENUE Praising Their 


' wa 
pes moines 16, *™ 
-. C, Evans 
7 company 
ine pee ER 
= nsas 
rattle Rocks _ 


@ Not what we say, but what users 
say about Evans Automatic Heat- 
ing Units is the important thing. 
This is just one of hundreds of 
letters from users who are so de- 
lighted with our product that they 
write us enthusiastic testimonials! 


Do a better job at less cost 
with an Evans Heater! 





@ ECONOMY is the principal reason bottlers are quit- 
ting obsolete solution heating methods and are turning 
to Evans Units. An Evans Unit will save you money. 
time. labor. bottles. insurance! This revolutionary solution heating 
unit burns gas. Holds temperatures 
Send for our booklet, “The Calorific is Terrific” automatically; just light it and for- 
and names of Evans owners in your vicinity get it. There is a size for every need. 


December, 1950 





r--- IN FOCUS 


ul 


WHITE ROCK GIRL ON TV 


Pretty Lois Ingerham, Miss White 
Rock of Columbus, O., appeared 
last month on Ed Sullivan's “Toast 
of the Town” CBS-TV show. Miss 
Ingerham was named Miss White 
Rock of Columbus following a 
city-wide contest run by Penn 
Jones. new White Rock bottler in 
that area. 


SALES AWARDS AT CANADA DRY BOTTLERS’ MEET 


Presentation of awards to winners of a national ginger ale sales contest 
was a highlight of the convention of Canada Dry bottlers held October 
9 and 10 in New York. 85 of the 96 active Canada Dry bottlers attended 
the conclave. The contest pitted every bottler against all others, on a 
basis of quotas and percentages. From left. C. Richard Bayles, manager 
of Canada Dry’s U. S. License Department: Harold Berger, San Bernadino. 
Calif. bottler. winner of the second prize, an all-expense trip to New 
York for two: V. J. Collins, sales manager for New Haven, Conn.; Canada 
Dry vice-president James W. Ellis, presenting model of first prize. a 1950 
Ford Station Wagon, to V. J. Cavallero, New Haven general manager: 
Primo Corazzi, Albuquerque. N. M., bottler. tied for third prize of $250; 
and Joseph Dworman, Worcester, Mass., tied for third. 


PEPSI HONORS ITS TV STAR NEW CARTON DESIGN 


Faye Emerson. ‘First Lady of Television.” is shown at a cocktail party 
given in her honor at “21,” a top N. Y. night spot, to mark the premiere 
performance of her new television series for Pepsi-Cola. Seen with Miss 
Emerson are, left to right. Alfred N. Steele. president of Pepsi-Cola Com- 


Sun Spot Company of America 
has re-designed its home carrier 
cartons. A color scheme of green 
white and red is used to contrast 


pany: Harry W. Chesley. vice-president, National Sales Department, and 


with color of the bottle’s orange 
Richard Burgess. vice-president in charge of bottler sales. 


drink content. 


ae -ow 


A mammoth outdoor advertising sign is this 10 by 75 foot painted bulletin, erected in 
Chattanooga by the parent Double-Cola Co. Located on Broad Street (part of the main 
highway between Chicago and Florida), it is a “two-way” board that may be seen by 
traffic moving in both directions. 


BIGGEST BILLBOARD? 


o> 
o 
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RIDE THE 


NibGrapeSoda 
 BANDWAGON/ 
“Peng, _ 





GOING PLACES( p< y 
s wy 


Top-quality goodness has built the appeal that keeps 
NuGrape Soda high on the list of "most called for" grape- 


flavored drinks year after year. 


That NuGrape Soda sparkle and flavor that everybody 
goes for... that long-time high position in the grape 
drink market . . . that sales-making advertising and pro- 
motion help always available ... brings profits to the 


NuGrape Soda bottler all year long. 


If there is a NuGrape Soda franchise open in your ter- 


ritory, it will pay you to investigate it now. 


Lion ” Va Y yap 
Natt Complf ma 


FR org le 
Atlanta? 
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CURRENT PRICES oe Already Felt 
BOTTLERS’ INGREDIENTS eae 


Shortages of several supplies and 





HIGHER Vetal 
Client Tir ufacture are already being felt by 
Alcohol, ethy! weep 
C.D 
DDT the country, it was disclosed by 
I — im concentrate, 2 members of the N. Y. & N. J. Bot 
2 hcenutna ntl Rennie $().04 tlers Service Club at the res 
sirchtar Y "hemice , 
rehtar, ¢ Chem ul monthly meeting of the group, Nov 
Soda benzoate 04 > : ' _ 
pote baer PSS 2, in New York City. The shortages, 


ingredients used in soft drink man- 


bottlers in the northeast section of 


liar 


rectified 


SEGEF FOC, expected to become progressi\ 
Jamaica ‘ 
Nigerian : more 
Vanilla beans, bourbor 4 stepped up government demands 
Flavoring Oil 


acute, were attributed to 


for the products affected 


: Citric and tartaric acid, emerald 
Ginger & 
Grapefruit 
Lemon, Italian ; among the products mentio 
Lemongrass 


Floridiar 
Peppermint, natura 
redistilled 


green bottles, and trowns were 


ned as 
Sassafras, 1 ! Pennvrovi te “hard to get.’ 
i aftras, F i I yvroyal, imported of < Eel 
Spearmint ) Sweet birch 











; oso oats { . itaker 
TABULATED PRICES aye Ratees 
FOLLOWING are the latest and most accurate 
Special attention is called to the 
NOTE The price 


tre for bul 


market quotations obtainable Clyde Whitaker, 66, a1 
indented paragraph next following: , . 
. + : » i day Weer 
jyiven in the following bottlers’ ingredients market re- tive of the E. Berghausen Chemi 
quantities in original packages. Retail buyers cannot reason 
ct to get mall quantiti« at the fNgure her ted : } . 
1 ; ] ] vere quoted, as there are “ ” 
ms charge to be added, which often greatly augment values before whole November 1% He had beet 


featler ” rhbher f 


‘ ock good 


' nt 
epres¢ Li 


al 
or 


Company of Cincinnati, Ohio, died 


“uSsoecl 
ated with Berghausen since A 
1921 


iyvust 


P. G. Shodron 

Peter G. Shodron, 67, tor many 
vears manager of the Philadelphia 
office of the Geo. J. Mever Manu 
facturing Co., Cudahy, Wisconsin 


died November 7 


EXPLAINS CAMPAIGN 


R. M. Horsey. executive vice-presi 
dent, Orange-Crush Company 
explained the basic advertising 
merchandising theory behind the 
new Li'l Abner campaign to some 
100 Orange-Crush bottlers attend 
ing a recent regional meeting in 
Chicago. Advertising manager 
Alden E. Fork also addressed the 
convention. 





National Bottlers’ Gazette 











NEW DISCOVERY... 


improves “GONADE” 


CONVEYOR LUBRICANT 


“CONADE" SOLVES 
PROBLEM OF 
SETTLING-OUT 


"“*CONADE" remains 
CLEAR when diluted with 
water. Minerals in water 
which affect socps or 
chain lubricants, no 
longer affect 
“CONADE.” 


What Is “Conade”? 


A Scientific Wet Conveyor Concentrated 
Lubricant. 


What “Conade” Does— 
TRIPLE ACTION — Cleans, Disinfects, 


Lubricates—IN ONE OPERATION. 


14 REASONS WHY “CONADE" IS 
THE “SUPERIOR” WET CONVEYOR 
LUBRICANT 


. A Scientific Product—Not a Soap. 
. It Lubricates. 
. It Cleans. 


. Contains no alkali or injurious chemicals. 


. Will not Gum or “Build-up.” 


1 
2 
3 
4. It Disinfects. 
5 
6 
7 


. Leaves no residue on botties or con- 
tainers. 


. A liquid—No messy mixing problem. 


. Free-flowing—heat or cold won't affect 
it. 


. Remains clear when diluted with water. 
. A Rust Inhibitor. 

. Will not become rancid. 

. Cuts Production Costs. 


. Increases Profits. 


Now Used by Leading Bottlers. 


Write - wire for full details. 


SUPERIOR CHEMICAL PRODUCTS 
INC. 
Dept. NB, 123 W. Madison St. Chicago 2, Ill. 


Territories open for sales agents 
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REG. U.S. PAT. OFF. 


Lemon:Lime 
Soda 


SUMMER SALES & 


of course 
gs 


“The year around seller 


with A 
wot GROW 


B-1 BEVERAGE COMPANY 
4000 LINDELL BLVD. 
SAINT LOUIS 8, MISSOURI 





ee 


Maut ta China 


New beverage operation in Kowloon, China, embodies latest 


advances in industrial design and engineering efficiency. 


, China is generally 


regarded as a backwards nation, 


where rickshaws still remain the 


most popular mode of transporta 
tion, and where technological ad 
vancement is just a high fallutin’ 
expression 

Hand 


most so-called “industrial establish 


labor is predominant in 
ments,” and the installation of a 
piece of modern equipment by any 
business firm is recorded with much 
fanfare in the local press 
Exceptions to the rule are few 
ind far between, but one of them 
the bottling plant of A. S. Watson 
& Co., Ltd., in Kowloon, is archi 
tecturally and otherwise, on a par 
with the best-equipped and most at 
active U.S. soft drink operations 
Kowloon is located on the southern 
mainland of China, but actually is 
part of the British Crown Colony of 
Hong Kong island, from which it is 
narrowly separated by a small body 
of water.) 
Watson, incidentally, is not a new 


name to be added to the beverage 
industry in China; the firm dates 
back to the mid-1800’s, and pres- 
ently operates branches in other 
Chinese cities. 

Unlike itself, 
Watson has been quick to adopt 


China however, 
modern industrial practices ; its pro 
gression is best typified in its new 
Kowloon plant, which embodies the 
latest scientific, engineering, and 
architectural developments in its 
60,000 square foot site 

The straight line production tech- 
nique reaches near perfection in 
this three-story plant, with full use 
being made of gravity, so that oper 
ations commence on the top floor 
and are carried downwards through 
succeeding departments 

Situated on the top floor is the 
sugar storage room, with the sugar 
being received from trucks at a spe 
cial off-loading door on a side street, 
and conveyed directly to the store 
Directly below 


room by elevator 


are the completely enclosed, air con 


ditioned syrup room and laboratory, 
as well as storerooms for essences, 
crowns, ete 

The bottling department, located 
on the ground floor, has been de- 
signed to accommodate four forty- 
spout bottling units, with adjacent 
for full 
and empty stock. Interestingly, all 


ample storage space 
phases of production may be re- 
ceived from the roadway through 
large plate glass windows on the 
ground fleor. 

From the bottling room, cases are 
conveyed direct to covered multi- 
loading bays at the rear, where a 
separate entrance and traffic way 
facilitates the flow of transport 
Watson, 


well-equipped 


incidentally, also has a 


water purification 
plant, and manufactures its own 
liquid CO.. 

The photographs on the follow- 
ing page illustrate some of the ad- 
vanced techniques in beverage man- 
ufacture used by this veritable 
“modern plant in an ancient land.” 
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Actual production is accomplished by means 
of two 40 head syruping. carbonating and 
crowning machines, each of which is coupled 
to a Carbo-Cooler unit. Note that crowns are 
fed into hopper through overhead chute. Also 
note tiled flooring. fluorescent lighting. 


Thorough cleaning and sterilization of bottles 
is achieved through Meyer Dumore four-com- 
partment washers. Here, an inspector scruti- 
nizes outgoing bottles. 


Much care is given to syrup blending. Mixing 
tanks are of stainless steel, have a 500-gallon 
capacity each. Finished syrups are fed to the 
filling machines through flexible, transparent 
plastic tubing. making visual inspection pos 
sible throughout. 


Bottle storage department is located at rear of 
main bottling floor. Cases are stacked on 
skids for easy transfer, as well as for stock 
control simplification. Each skid holds 60 
cases. 


Multiple loading and unloading bays adjoin 
storage area, and permit servicing of ten 
vehicles simultaneously. Plant, incidentally. 
has its own truck maintenance workshop. 
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One Source for You, 
Mr. BOTTLER 


with 


“Filpace” 


Products! 


FILTER PAPER 


Asbestos Pads and filter cloth for 
filtering your woter, syrups, a 
acids. Working samples furnished 
without obligation; advise sizes re- 
quired. 





WATER POLISHER 


The ‘‘Common Sense’ Disc Filter 
is designed to give your water the 
sparkling clarity you require fer 
your beverages - at a low cost. 
Utilizes filter paper, cloth, or as- 
bestos pads. 


Uey gor 4 Go 0 STAINLESS STEEL 


The zest is in the flavor ... and in the new TANKS 


business NIFTY Fruit Flavors will get for you! ee eT 


. izontal and at types. Standard 
\ Order a trial gallon eee See for june and epestal éalgn. 











yourself. 


PINEAPPLE 
INLE 
\ Packed with ripened pineapple-flavor STAINLESS 
Tremendously popular. A 1-16 con- \ : STEEL 
centrate. : SMALLWARE 


Balch cons, pails, meas- 


BLACK CHERRY we ? ures, funnels, strainers, 


\ 


qe : 
L a 
ate 
8 


and other small equip- 
: i ! . ™ ment available in a va- 
A sensational honest - to - goodness b. : riety of sizes and types 


Fruit Flavor made from real fresh for your syrup room 


cherries. 4 oz. Product. 





Other “FILPACO” Products 

BLACK RASPBERRY Portable Agitators, Sanitary Transfer Pumps, Sani- 

eriealy pop because vs made Hf |r gy ar ig oe 

from delicious fresh berries. 4 02 Peet ae “6 
, . Plant. 

Product 


] 


~ 
> 





BOTTLED UNDER YOUR OWN NAME — IF DESIRED WRITE FOR LITERATURE AND FURTHER INFORMATION! 


@ CROWNS AVAILABLE ~<a 
ZAVPA 


® BOTTLES AVAILABLE @ ADVERTISING AVAILABLE peas 2 The FILTER PAPER C0. 
SALIENT FLAVORING CORP, .s'st sue YY “aan 
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GETS SQUIRT RIGHTS 
Edward Walsh Mehren. left, presi 
dent of The Squirt Company of 
Beverly Hills. welcomes Bill Levitt 
of The Tastee Beverage Com 
pany. as exclusive Squirt bottler 
in Los Angeles. Congratulations! 





ALABAMA 

Dewey Michael and M. K. Smith 
Nehi 
wn Bottling Company of 
Huntsville. Mr. Smith will manage 
the business New Yorker Bot 
tling Co., 


are the new owners of the 


Royal Cro 


Birmingham, has taker 
New Yorker 
and other lines of Bob’s Cola, In« 
The Birmingham 


and managed by Harry Sealy 


on the Jo-Jo Chocolate, 


plant is owned 


Try-Me Bottling Co., Birmingham, 
construction 


1] Y 
dollar 


ARKANSAS 
i-Up Bottling Co., Mari 
drink 


Firm, managed by Har 


a, has added a chocolate 
to its line 
old Anderson, 


rece ntly completed 


December, 1950 


ee eo en eae 


the installation of a pasteurizing 


unit 


CALIFORNIA 


Tastee Beverage Co., Los An 
veles, was recently granted a Squirt 
franchise. Plant, owned by Bill and 
Hy Levitt, will produce the product 
in both splits and quarts. A large 
scale advertising campaign has al- 


ready been launched. 


CONNECTICUT 


An addition 6.000 


containing 
square feet of floor space has been 
built to the main plant of the 
Seven-Up bottling development at 


Norwalk. The structure is of cinder 


~~ 2 


CELEBRATING 25TH YEAR 


BRIEFS 


block 


with white stucco finish. Company 


and concrete construction 


also recently installed a 580-gallon 
Potter and Rayfield water treating 


system. 


GEORGIA 
Several promotions were recently 
Nehi_ Bottling 


James Adair, asso 


announced by the 
Co., Columbus 
ciated with the company since 1937 
has been advanced to the post of 
associate manager. Richard Sum 
merlin, who joined the firm in 1941, 
has been upped to manager of the 
cooler and vendor sales department 
T. E. Meadows, with the firm since 


1935, has been named route supe 


Greensburg Bottling Co., Double-Cola operation in Greensburg, Ky.. will 
shortly celebrate the completion of 25 successful years in the soft drink 
business. Owner Gabe Taylor, former mayor of Greensburg, has his truck 
fleet and personnel lined up in front of the plant for a special photograph 


to mark the occasion. 








A new and effective youth promotion technique is helping E. B. Creek- 
more and Allen D. Strahm, owners of the Rainbow-Hires Bottling Co., of 
Tulsa, Okla., win many new friends and customers. To youngsters plan 
ning a birthday celebration, the company makes available at no cost 
this “Party Wagon.” which includes refrigerators, soft drink stand, pub 
lic address system, and Swedish music box. Parents generally accompany 
youngsters, with the result that the program also is proving beneficial 
on the adult level. 





SHINING AND SANITARY 


Newly remodeled and expanded equipment in the plant of King Juices, 
Chicago, leaves nothing wanting in facilities for sanitation and efficient 
production. Five 200 gal. and one 100 gal. stainless steel bottom-agitating 
mixing tanks afford low rpm agitation and uniform suspension in the 
firm's new equipment. Equipment was engineered and installed by Frank 
B. Lomax Co., Inc., Chicago. 





Re 


FLOAT PROMOTES 7-UP NATIONAL ADVERTISING 


Seven-Up national advertising was plugged by this float of the Seven-Up 
Bottling Company of Napoleon, O., Maher-managed development. in a 
recent parade highlighting the Tomato Festival in that city. Coolers and 
cases were also featured. 





visor. . . . R. C. Fulmer is now 
managing the Royal Crown Bot- 
tling Co., Dublin. 


KANSAS 

A new $500,000 plant is now 
under construction by the Coca- 
Cola Bottling Co., Wichita. Plant 
is managed by Virgil Browne 
New production equipment was re- : 
cently installed by the Coca-Cola 
Bottling Co., Junction City. Carl] 
Deppish is owner and manager of 


this plant 


KENTUCKY 

King-Cole Bottling Co., has been 
organized in Hopkinsville. Incor 
porators of the firm, capitalized at 
$300,000, are E. H. Carter, Adabert 
Carter, and R. Clyde King 


. LOUISIANA 


Leo J. Gaudin is the new man- 
ager of the Royal Crown Bottling 
Co., Lafayette 


MAINE 


Joseph D. Collins has been pro 
moted by the Seven-Up operation 
in Portland, Me., to the position of 
manager for Portland, Auburn and 
Hallowell. Mr. Collins was formerly 
manager of the distribution branch 


at Auburn. 


MASSACHUSETTS 


Royal Crown Bottling Co. of 
West Springfield, one of the three 
largest bottling establishments in 
western Massachusetts, is now op 
erating under new management, 
Russell T. Foster, retiring presi 
dent, has announced. New president 
is Mandell Gutfarb, well known 
Springfield real estate and business 
man. Mr. Foster, who founded the 
business in May, 1940, will continue 
in the capacity of general manage? 
for a few months, and will be su 
ceeded by Raymond E Leger, now 


sales manager 


MISSISSIPPI 

W. D. (Bill) Kenneday, head of 
the Magnolia Bottling Co., Ine., 
Meridian, recently started bottling 
and distribution of O-So beverages 


Mr. Kenneday also produces O-So 
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Give a man a 


GINGER ALE 


he car 
we de 


~FEEL!= 


ie ie 


Shades of Real Jamaica Ginger! Ginger Ale with a zip, 


and a tang that makes a man's drink by itself... that 
makes the perfect mixer for your bar and tavern trade. 
We call this one Ginger Ale N. C.—for North Carolina, 
where "hot" ginger ale is a hot seller! If your market de- 
mands a gingery ginger ale, send now for Virginia Dare's 
Ginger Ale N. C. and get yourself a slice of the man's 


market! 


Whatevery 


ourneed 
Ginger Ale—HOT or 


sin 
DRY 
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EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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beverages in his other plant located 
at Jackson . R. C. Stockett has 
purchased an interest in the Dou- 
ble-Cola Bottling Co., Jackson. Mr. 
Stockett will be secretary and trea- 
surer. A. B 


of the firm, which services eight 


Albritton is president 
counties surrounding Jackson 


NEW JERSEY 


Royal Crown Bottling Co., New 
ark, recently appointed E. F. Don 


nelly as manager 


Your 


NEW YORK 

Edmond B. Butler’ has 
elected a director of the Coca-Cola 
Bottling Co. of New York, Inc. He 
is former chairman of the New 
York City Housing Authority. 


been 


Merrill Bassi was recently appoint- 
ed manager of Rochester Ice, Inc., 


Rochester 


NORTH CAROLINA 
Harold R. Fulp, 


manager of the 


sales 


former 


Forsyth Royal 


HAS GOT 10 BE GOOD 


#7 bottlers know that today's competitive 
market demands a product of highest quality at a 
price that permits a profit. Hundreds of successful 
bottlers have found the ideal combination of quality 
at a price in MarBert Cola Concentrates. For just one 
dollar we'll send you a gallon of MarBert Cola or M-P 
Cherry Cola syrup* so you can see for yourself why 
MarBert users are successful. Use the coupon for test 


gallon and full information. 


YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Conn 


MARBERT PRODUCTS, INC., 19 E. Lombard St., Baltimore 2, Md. 


a available for 


bottlers in U. S. and Canada. MarBert Cola 


and M.-? herry s are regularly s 3 as entrate 


Pe = & Saree CTea ue a Ss 


MARBERT PRODUCTS, INC 
19 E. Lombard St., Baltimore 2, Md 


and information on prices to 
Name 

Company 

Address 


City 
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Here's your dollar, send a gallon of the flavor checked 


] MarBert Cola 


] M-P Cherry Cola 
(Check here) 


Zone State 


bs = 


Fle 


0O-C CONTEST WINNER 

Louis Ossi, (center), Clifton, New 
Jersey Orange-Crush Bottling 
Company salesman, made good 
on his early spring “threat” to 
win the Orange-Crush national 
“Beat Your Quota” sales contest 
grand prize—an all-expense trip 
to Bermuda for two. Here. he re- 
ceives congratulations from, left 
to right: Dave Hampton, O-C re- 
gional manager: John Reichert. 
Clifton sales manager; Mrs. Ossi. 
and Walter Schorr. O-C terri- 
torial manager. 





Crown Bottling Co., Winston- 
Salem, is now manager of the Nehi 
Bottling Co., Greenville Nesbitt 
Bottling Co., Smithfield, is now 
bottling and distributing O-So bev 
erages. Plant is Tom 


Watson, Jr 


headed by 


OHIO 


John Kollar, president of the 
Kist Bottling Co., 


rently Is Sponsoring three bowling 


Cleveland, cur- 
teams. He reports exceptional re 
sults in dealer and consumer good 
will, as well as in sales, from this 


activity 


OKLAHOMA 


George Love, owner-manager of 
the Dr. Pepper Bottling Co., M« 
Alester, has announced plans for 
construction of a complete new 
building to house the plant opera 
tion. The cost of construction has 
$30,000 and 


been set at between 


$35,000. Dimensions of the build 
ing will be 60’ x 100’, with a 24’ x 
60’ second floor area which will be 


used for sirup room and storage 
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STAINLESS STEEL 


In bottling units, storage tanks, 
piping, valves and everywhere 
the beverage touches — ENDURO 
Stainless Steel is made-to-order for 
the job, corrosion-free and spotless. 


, 


REFRESHINGLY SPOTLESS 


ENDURO’s smooth, pore-free, sanitary-as- 
glass surface cleans so effortlessly, quickly 
and completely that it always looks refresh- 
ingly spotless. It IS immaculate—not half- 
way clean—for with ENDURO there are 
no surface pores or irregularities to serve as 
“hide-out” for hard-to-remove dirt parti- 
cles. ENDURO-clean is spotless-clean! 
The beverage, too—bottled with ENDURO 
equipment—comes sparkling, refreshing 
and pure, for there is no pick-up from 
ENDURO. Quality control is thus assured. 


Cost control also is assured. Cleaning and 
maintenance costs are minimized—repairs 
and replacement so infrequent as to be 
negligible—equipment lifetime greatly 
extended. Thus, while efficiency is con- 
stantly high, production costs are con- 
stantly low...the perfect setting for profits. 


Is your equipment all-ENDURO? If 
not—it will pay you to get the facts— 
today! Ask your equipment manufacturer 
for estimates! 





V cueck ALL 10 ADVANTAGES: Rust- and Corrosion - Resist © Heat - Resist 
® High Strength e No Metallic Contamination Sanitary Surfaces ® Easy to Clean e Eye Appeal 
@ Easy to Fabricate Long Lifee Low End Coste What more can be desired in a material? 


For Complete Details Write 


REPUBLIC STEEL CORPORATION 


Alloy Steel Division, Massillon, Ohio e GENERAL OFFICES, CLEVELAND 1, OHIO © Export Dept.: Chrysler Bldg., New York, 17, N.Y. 
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NEW PLANT IN ALEXANDRIA 


Gleaming new home of Seven-Up Bottling Company of Alexandria, La., 
was recently brought into being by annexing a bottling plant to the 
company’s former warehouse. The addition is an Armco Pioneer steel 
building. Loading and unloading shed at right employs ramp system 
and hydraulic lifts, making possible handling of five trucks simul- 
taneously. 





SPIC-AND-SPAN 


That's an apt description of the bottling room at the new home of the 
Seven-Up Bottling Co. of Texarkana. U. S. A. Located on State Line 
Avenue. the plant is on the Texas side. 55 feet from the Arkansas border. 
Equipment, some of which can be seen above, includes Miller soaker. 
CEM 28 filler. CEM mixer. Miller case packer. Lipman-Larkin ice machine 
and 36-inch Infilco filtration equipment. 








IT'S OPEN HOUSE 
Formal opening of the new plant of the Dr. Pepper Bottling Co., Victoria 
Texas. attracted more than 2,500 people. The modern plant is built of 
white tile and stucco, and features all new equipment. S. A. Strane heads 
the operation 





SOUTH CAROLINA 

Clarence Thompson has leased 
the plant of Rose & Sons Beverage 
Co., the O-So Grape bottler of Cal- 
houn Falls. Mr. Thompson is mak- 
ing plans for a large increase in 
business by intensive coverage of 
the territory. . . . The Nehi Bot- 
tling Co. of Laurens has changed 
ownership and management. G. E. 
and Roy E. Moore are the new own- 
ers, and G. E. Moore is in charge 
of management. 


TEXAS 


In a previous issue, it was re- 
ported that J. M. Blakely had as- 
sumed ownership and management 
of the Seven-Up Bottling Co., 
Longview. This is incorrect; man- 
agement is actually headed by John 
H. Aven. .. . New manager of the 
Royal Crown Bottling Co., Lubbock, 
is E. B. Sanders. 


VIRGINIA 

R. H. Strawser has recently been 
made sales manager of the Royal 
Crown Bottling Co. of Arlington. 
Mr. Strawser assumes his new 
position with over fifteen years of 
successful beverage business ex- 
perience, 


WASHINGTON 


A 14,400 square foot addition is 


being added to the plant of the Par- 
T-Pak Beverage Co., Seattle. John 
R. Sousa heads the firm 


WEST VIRGINIA 


Sanitary Nehi_ Bottling Co., 
Williamson, is now under the man 
agement of Paul V. Smith 


WISCONSIN 


A new truck has been added to 
the delivery fleet of the Mission O1 
ange Bottling Co., at Kiel 


WYOMING 


The Seven-Up Bottling Co. of 
Thermopolis, recently added a two 
ton Chevrolet truck to its fleet 
Painted in Seven-Up colors, the 
truck has a Herman body with a 


capacity of 222 cases 
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MEYER | / 
DUMORE JUNIOR. 
BOTTLE WASHER 
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MEYER DUMORE 
} BILLER 


















CATARACT 
PASTEURIZER 





GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN U.S.A. 
Mea neafaucks rors of offecient bblling equpomen t for beverage plark, breweries and duatries 
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River Raisin soft drink cases 
are designed to “TAKE IT”. They 
STRONG CASES 
are strong and durable—ROUGH and 
F re) y TOUGH. You get maximum 
trippage— more RETURNS for your 
SOFT DRINKS money. Call on the RR Creative 
Department when you have 


container problems. 


RIVER RAISIN PAPER COMPANY ~* Monroe, Michigan 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS © PACKING MATERIALS © FIBRE BOARDS ¢ CORRUGATING STRAW 
ONE CALL FOR ALL — DIMENSIONAL DISPLAYS 
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In thriving Holland 
dorst kent geen seizoen 


Zi £ 
eT? 
ti 

io 


4 


Good burghers agree that “thirst knows no 
stands in 


ison So, naturally 
year around 


high favor in Holland the 
equal favor the world 


Coca-Cola 


Coca-Cola stands in 
ove of the 
United State 


friendliness 


acceptance as 


r. Typifyving the 
it is winning 
united nations’ refreshment with men of 


vod will everywhere 
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, Is a new and promis 


ing advertising medium which many 
bottlers are considering, and which 
some already have tried with vary 
ing degrees of success 
The usual questions in connect 

with TV are What will 

What time of day and what 
program will produce the best re 
sults? How shall the commercials 


loped and 


t integrated into 


wram to create 
sales? When 


sWe red 


Increased 
these questions are al 
adequately, TV can do a 
fitable job for the bottler 
the experience of 
Co., Cinemnati 

perience may 


ttlers In answet 








How to sell soft drinks 
through television is being 
demonstrated by an Ohio 
bottler, whose TV promo- 
tions have already won him 
new dealers, new con- 
sumers, new sales. 
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TV had originated a late 


GOK For the Best 


on channel [/ 


DRINK 9. 


IT’S GOOD' 
as featured on: 


# CIRCLE 11 
RANCH STORE 


4:30 to 5:15 P.M. DAILY, MONDAYS thru FRIDAYS 


WKRC-7V 


P.O.P. HELPS TV 


* Starring Dolly Good Luther and Luther Jr 


The company’s television program receives heavy point-of-sale adver 
tising suppert. This poster features the stars of the show. already top TV 
favorites in the Cincinnati area. 





audience at a time when most of the ing goods firm took over the 45 


youngsters are normally watching minute program, five days weekly. 
rograms in their homes constituted Since then, the 
ts best TV bet 


Early this year, 


program has de 

veloped steadily increasing sales for 
Station WKRC garg root beer and cream soda 
afternoon 
“Circle 11 


Ranch,” which was open on a co 


through effective integration with 


juvenile program, named point-of-sale promotions 


sponsorship basis. It was decided to Timing Pleases Mothers 


ise this program experimentally 


for commercial “Circle 11 Ranch” is aimed di 


weekly Barq went rectly at the juvenile audience, and 


his basis early in April is aired from 4:30 to 5:15 p. m 


experimental sponsorship There’s good psychology in using 


immediately successful, and in this time segment for this type of 


3arg and a local retail sport program, because this is the period 


83 








when mothers are beginning dinner 


the 


foot, the 


preparations 


children 


and by getting 


out from under 
the 


the 


program is pleasing mothers 


quite as much as it is young 


ters 


Therefore, the 


likely to be 


mothers are much 


more the 


receptive to 
commercials, as these are tran 


mitted to children 


them by their 
What 


commercial 


probably is sarq’s best 


during the 


the 


show gen 


erates trom “live” audience of 


children, some accompanied by their 
mothers. At the opening of the pro 
the 


bottles of 


yram children are given free 


Barq’s 
offic ials 


root beer 


that 


and 


company believe 


one 


TV AUDIENCE SELLS THE PRODUCT 


Most successful commercial on the Barq television show is ac 


through and with the 


show are 


live 
given free 


enjoying their drinks and shouting 


studio audience 


bottles of Barq 


of the most potent influences of the 
entire program 18 when the camera 
swings on this group enjoying thei 
drinks, then 


featured 


and joining with 
performers i 
“Tt’s Good!” 


The 


become routine, 


program is never allowed to 


and new angles and 


gimmicks are injected daily to in 


sure the continuous attention ot 


audiences, and likewise to build a 


steadily larger audience Stage, 


radio and television stars who are 
in the city frequently appear on the 
About 


program are 


program 
each 


shorts of 


seven minutes 


devote d to movie 


interest to Juvenile one 


of the few steady feature 
show 


Bec 


tine, 


the 


anywhere 


aust 


program 
from five 
commercials 


may be aired 


PERFORMS AND SELLS 


Actress-singer Dolly Good, one of 
the headliners of the Barq TV 
show. also assists in the presenta 
tion of commercials. Commercials, 
incidentally, are varied, ranging 
from a brief mention to a how-to 
serve demonstration. 





the 45 


“straight” 


minutes. These seldom 


commercials; mot pre 


often, they are sales 
skillfully 


Luther 


promot } ret 


Dolly and in 


integrated by 


(the stars of the bo 


show 


with either or both voicing al ine 


the fir 


demonstrating 


Wn tl ’ ee 
Barq products miniature « L, 


wh 


Special Promotions Used 


mat 


C)rye of the successful 


program 


duri 


] 
Scie 


omplished 
Youngsters attending the 


and the camera “catches” them 


It's Good! 


ymotions was unique in that it 


juired the expenditure of 25 cents 
the 


cash, plus purchase of a 


tle of Barq root t 


For 
the 


beer, plus pos 


these and ef 


ires 
viewer el\ a puppet 


which, 


en placed over the hand, could be 


ithe) 


nipulated to imitate Luthen 


Che recipient was required to 


25-cent coin in a Barg root 


le top, 


and mail 


The “give-away was an 


inced briefly on only three shows 


e week early last 


summer, 


500 | Inasmuch as 


1 quarter 


connectior 


the tation provided 


I 
display in two colors, 


Dolly, Luther and 








oe [at eee 
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11 EAST WUBBARD STREET, CHICAGO 11, ILLINOIS 


=| | CITRUS PRODUCTS COMPANY 


a 
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Why “blow your top over high delivery ae 


Switch To economical 


86 


vob Rated 


Are high delivery costs bottling up your profits? 
If so, you need trucks that fit your job. You need 
Dodge ‘‘Job-Rated”’ trucks! 


Because they are “‘-Job-Rated,”’ Dodge trucks will 
save you plenty on gas, oil and upkeep. From 
engines to axles, every chassis unit will be sized 
right for hauling your cases at lowest cost 


POWER: . . . 8 great 
Job-Rated” for PLUS power 


ECONOMY: 


priced 


Job-Rated” for dependability and long life 


BIGGER PAYLOADS: . . 
out overloading axles or 


“Job-Rated” WEIGHT 
EASIER HANDLING 





truc 


with 


. carry more with- SAFETY: 


rings because of 


p 
DISTRIBUTION 


K engines 


ry) trucks 


What’s more, Dodge trucks are ‘“Job-Rated’’ to 
carry bigger payloads. This means that you can 
haul more cases on each trip. 


And that’s not all! Take a good look at the list of 
Dodge *‘-Job-Rated”’ truck advantages below. Then 
get the whole, money-saving ‘*-/ob-Rated”’ story 
from your Dodge dealer today! 


Job-Rated 


Parks in tight places maneuver- 


ibility 

COMFORT: . .. 
with best vision of 
cushioned, adjustable 


each 


windshield 
truck. Air 


seats 


widest seats 
any popular 
“chair-height 


the lowest 


finest truck brakes in the 


hand brake operating independ 
2-ton 


ndustry 
ently on propeller shaft on all models 


ind up 


ane priced with the Lowest 
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free bottles of Barq cream soda 
with the purchase of a carton of 
six bottles of Barq root beer. Three 
hundred viewers responded during 
the week, which meant that many 
parents purchased at least one car- 
ton of the root beer in order to 


secure the cream soda 


Later on, this promotion was re- 
introduced, and the response has 
continued so ygood——with consider 
ably more than a thousand coupons 
hay ny be en requested overa period 
that the offer has 


become a permanent 


of several weeks 
phase of the 


program 


Another promotion which was 
scheduled for a longer and more in- 
tensive effort, was a contest to de- 
relative popularity of 


Dolly and Luther. Each vote had to 


termine the 


be accompanied DV a Barg bottle top 
and, in return, the voter was sent a 
post card photo of the one for whom 
It developed that 


he or she voted 


the viewers wanted photos of both 


Dolly and Luther, with the result 


that the contest ended in a virtual 


at, after several thousand 


been received 


in none of these 


promotions was something give! 


away for nothing. Rather, each pro 


motior required considerable effort 


and some eXpe nse on the part ot 
parents, thus clearly indicating the 
tremendous influence exerted by the 
audience 


program on its juvenile 


Show Aids Routemen 


Naturally, all of these special pro 


helped 


n expand and intensify dis 


motions have Barq driver 


Salesme 


tribution coverage indeed, Barg 


has added numbet 


impressive 


+ 


of ew retail outlets in 


Greater Cincinnati area since 
r'V show was launched. The stat 
helps further in this direction 


frequently mentioning Barq soft 
1 j 


drinks in “Key Notes,” its monthly 


printed and illustrated bulletin 


which is distributed to 


several 


thousand retail outlets in Greate 


Cincinnati 


December, 1950 


nominal expenditure 


company ‘s 


According to Richard S. Tuttle, 


president, the Barq company is co- 


sponsoring the program at a very 


nominal, 


when compared against the returns 
During the first several months on 
TV, sales of Barq soft drinks in the 
highly-competitive Cincinnati area 


increased so substantially that the 


television contract re 


cently was renewed 


From Bargq’s 


experience, it = is 


EYE APPER 


\ es OF YOUR 


- BEVERAGES 


| with 


quite obvious that television is a 


tremendously effective advertising 
and promotion medium for any 
bottler who has the opportunity to 
sponsor the right type of program 
at the And the 


TV selling techniques used by Barg 


right time of day 
may be profitably copied by other 
bottlers interested in building dis 
tribution and sales through and 
with the newest major advertising 


medium—television 


La 


5 


"> PEACOCK BRAND 
© A ‘Certified Food Colors 


For taste-tempting, sales-building “eye appeal 
look to Stange’s Peacock Brand for brilliance, 


uniformity, purity, 
in coloring your products 
For more than 


convenience and accuracy 


Jecades, leading producers 


have depended on Stange. Our technical skill and 


laboratory facilities are at your 


May we help you solve 


RHYMES WITH 


service 


your color problems? 


TANGY) 


7 WM, J. STANGE CO., CHICAGO 12, ILL. Dept. NBG 
F 


“SILENT PARTNERS IN FAMOUS FOODS 





gtione 


e New LIQUID 
Wo \ ee 


\ 


SUPERKLEEN 


Not just an improvement — but actually a major advance... 
Here’s a bottle washer to raise every standard you've ever had for 
dependable efficiency — for hour-after-hour mechanical reliability! 
Every feature — every detail — has been master-planned to 

exceed your most critical demands for uninterrupted production 
of immaculately clean, always safe, sparkling bottles. 


The new SUPERKLEEN Hydro-Jet has so many remarkable 
features it is impossible even to list them here — all combined in 
a brilliantly engineered machine that is outstanding for its 
rugged simplicity: You can get the substantiating facts simply 
by writing for the profusely illustrated bulletin just 


off the press. DO IT NOW! Live Action! 


All active cleaning is by 
super-efficient Hydro-Jets. 
NO BRUSHES IN THE 
ENTIRE MACHINE! 


THE LIQUID EN, 
‘ 3100 SOUTH KEDZIE AVENUE, CHICAGO 23, ILLINOIS 
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ff 
It’s Only a 
Four Page Pamphlet! 


B! l if vou're in the bottling business, we think 

you should read it. Particularly if you were 
caught in the mid-summer scramble for refined 
sugar this year... had to pay 8.0 or more to meet 
your requirements, and took a subsequent loss on 
your processing profits. 


Because this pamphlet explains in detail just 
how any bottler can use the futures market in 
sugar to protect his inventory—and to assure him- 


self of satisfactory operating margins. 


tf you're not using the futures market yourself, 
and would like to know just how to go about shar- 
No. 277 EXTRA HEAVY DUTY BOTTLE OPENER ing in the benefits of a made-to-order device for 
~ Tian etuan eeu Gaal —— bottlers, just ask for our pamphlet called the 
“Sugar Futures Market”. 


There’s no charge, no obligation. 


And it should) save you) worry, work—and 
‘a 
money! Simply address 


MERRILL LYNCH, PIERCE, 


FENNER & BEANE 


/ \ 


No. 186 “LOCKTITE’ COMBINATION BOTTLE : 
OPENER AND STOPPER 11 
A top fovorite everywhere ~ | “ b) 


70 Pine Street New York 5, N.Y. 
Offices in 97 Cities 


p, the 














No. 179 BEVERAGE SPOON AND BOTTLE OPENER WiTH 


A “perf TROUBLE-FREE | stv-Fr000 combi 


, ation 6-case bever 
oN @) age cooler & 6 


> c 
t food refrigerator 


“BOTTLE COOLERS! - 


Beautifully ed to oe sales . wir " 
crease profits. operation, it 

or DRY, that saves users money. Dependably 

built for years of continuous service .. . save | 22 cose BEV-GIANT 
with both shallow 


and deep cooling 
vk 


EDT aE» 


fit your needs. . . mass- : 
troduced by America’s! | a” 

ne manufacturer of 

No. 206 WIRE BOTTLE OP private brand refr 


24 case BEV-MASTER 


my 


6 case BEV-COOLER 


BEA Y LOW 
PRICE—and, every one 











"MANUFACTURING CORP. 


“Quality Products for Over a Quarter Century” 
1125 E. Kibby Street Lima, Ohio, U.S.A. 


| 

' 

! 

| 

Please send literature ond prices or 

VAUGHAN MFG. Co. Eigev-Cecter Cifev-Meemr E)fevfeed Citevaiem | 
NAME 

World's Largest Manufacturer ef Bottle Openers and Can Openers FIRM 

3211 Carroll Avenue, Chicago 24 STREET | 

i 
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: CITY & STATE 
Half-Century of Quality and Service = 
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nd wages $499,012. As 
latest date for which 
ire available 
production in the 
ta Was $2,834,077 
this, that ow 
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this Vinee Is ex 


Sales Hard Hit by Tax 


Ve aropype a 


W. L. DRUMMOND 


was elected president of the 
British Columbia Bottlers of Car 
bonated Beverages at the recent 
annual meeting of the associa 
tion in Victoria. Mr. Drummond 
is manager of the Vancouver 
branch of Orange-Crush, Ltd. 





since the imposition o 
tax, R. H. Ma 
vice-pre sident of Canada 


Ale Ltd., 


Independent surveys indicate 


beverage 


Donne II, 


Dry Ginger sald recently 


tne 


drop in sales runs anywhere from 
slight to 7 per cent and even as 
some retall 


much as 35 per cent, in 
stores, Mr. MacDonnell 


The survey 


said 


included all ty pes 


retailers, such as drug stores, cor 
fectioners and grocery” stores 


Orange-Crush Head Predicts 
10c Retail Price 


president of 


Horsey, 


Ltd., Toronto, de 


J. William 
Orange-Crush 
t month that the retail 
drinks has already 


some 


clared las 
price of sofs 
jumped to 10c¢ per bottle 
U.S. areas, and may reach the same 
pe ak throughout Can: 

future 


Mr. Horsey 


retail price 


said the increase 


would be necessary 
for hard 


Fe deral 


to compensate bottlers 


ships resulting from. the 


Government's recently-imposed 30 


beverage tax 

“The small bottlers were hi 
by the recently-imposed 30 pet 
tax on soft drinks,” he stated 
forced 


nt-per-bottle impost 


Oo SIX or seven cents whicl 


hat the 


became ax 


small bottlers sim 


collectors Io? the 
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HEAD ALBERTA BOTTLERS 


unit already in operation. The new 


extension proy ides an additional 


10,000 square feet of floor space 


Extent of Cost Increases 


To what extent have bottlers’ 
costs increased since 1941? A sut 
very recently completed by Park A 
Manross, vice-president of National 
Dry Company Ltd., London, Ont., 
supplies a detailed answer 


Following are the extent of cost 


increases (per Case on Various 
products as determined by this sur 
‘Vv: 


9 


(less sugar), .02 


Ingredients 
sugar per case (6.15 to 9.25), 062; 
9 


crowns 22c¢ to 25c, .005; bottles 5.30 


Shown above are the new officers of the Alberta Bottlers of Carbonated 


Beverages, elected at the group's recent annual meeting in Edmonton. © 
Front, left to right: T. Ashenhurst, Edmonton, secretary-treasurer: L. H. 


6.10, .0O7: causes 100 trips 


38-78, 014; trucks, 016; direct 


Luther, Calgary. vice-president; Wm. Hawrelak, Edmonton, president; 


and A. Pearlman, Calgary. Back row: R. V. Truant, Red Deer: W. K. Price 
Lethbridge: J. G. Buchanan, Edmonton, and Jos. A. Whitmore. Toronto, 


Managing Director, C.B.C.B. 


labor, .018; direct selling delivery 


wages, .027. The total is .169¢ per 





rovernment——increasing their costs 


vithout increasing revenues.” 


Joseph P. Sheridan 


Joseph P. Sheridan, represent 
Cork 
He cov 
the Maritime 


or Freyseng 


Freyseng 


recently 


New Sun Crest Bottlers 


Stutz, Secretary-Treasure) 
Corporation Limited, To 
inada, recently announced 
Crest tran 

verages, Lim 


Sun Crest 


Sherbrooke, 





Merry Xmas 


to my friends in the 
Beverage Industry 
in Canada 


ry 


H. BERNSTEIN 
N. B. G. Canadian Representative 
Yonge St Toronto, Ont 
Telephone: Elgin 1611 
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Cant 


Quebec ; Crystal Springs Bottling Mi Manross further noted that 
Works Limited, Waterloo, Quebec ; 
Phillipsburg, 
West such as gasoline, 


“the above does not include in 


nd Emile Tackling, creases in costs of doing business 


St Maarten Ne therlands rents, office and 
other wages not included in direct 


These 


Indies 
taxes, et 


labor, business 


Plant Expansion would bring increase to .187« 


Orange-Crush Appointment 


Seven-Up Montreal Limited re 


cently installed new bottling ma 


chinery and have erected an add J. M. Thompson was recently 


Town elected 


Crush Ltd., Toronto. He will also 


tion to their -plant in the vice-president of Orange 


of Mount Royal, Montreal. The new 


complete bottling unit has been in continue in his former post of gen 


stalled in addition to the 60 spout eral manager 


MODERN PLANT 
This is the modern plant. warehouse, and offices of Vernor’s Ginger 
Ale, Ltd., Walkerville, Ontario. The plant was erected in 1949, replacing 
an older one which had been in operation since 193l—the year the 
James Vernor Co. was established in Canada. All Vernor extract for 
Canada is manufactured in the Walkerville plant. 








_ ewe nee | 
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Fruit Orange Beverage Bases ... Orange Emulsions 


© Pale Dry Ginger Ale Extracts (Montreal & Ali American) 
"The Ginger Laboratories” 
Flavors @ Colors © Essential and Brominated Oils 


Packed in Gallon Jugs or Returnable Stainless Steel Drums 
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Toke advo Beverage 


v-& E- KOHNSTAMM, Inc. Eateaniies 


“ 335, i: ¥. Service: 
mA STREET + BEW FOR . ae 
th ls gong 5-1504 ° Cable Address: VEXOSTAMM me 





Telephone: 


No Food Controls In Sight, 


HONOLULU BOTTLERS FORM ASSOCIATION 
Savs USDA Official 


Our great food production rules 
it any need for a system of food 
controls at this time or in the fore- 


seeable future, H. C. Albin, of the 


U. S. Department of Agriculture 





declared at a recent meeting o 
cers in New York City 
“No one cal 


forward the next 
months without food controls,” said 
Mi Albin, “but with the coopera 
industry and government 
with the support of tarm 
imers, We Can Map out 
a campaign to stave off need for 
j cont Is, ar fight a delaying actior 
salt inflationary pressure 
Formation of the Affiliated Soft Drink Bottlers of Oahu, a group dedicated ” 
maintenance of high standards of the soft drink industry in Hono 
lulu. was announced recently. Officers of the new association are. left 
to right: Richard Girton (Nesbitt); Don D. Waggoner (Nehi), presidert 
John R. Carney (Pepsi-Cola), and William Tsuji (Sunrise Soda). Other 
charter members of the group are: E. H. Barrett (Canada Dry); John Eagle 
Bireley's) and J. Q. Adams (Coca-Cola). 


to the 








The New Dojama Way! 


Si 
igns Small bottler—or large bottler—you can or bottle displays as you need them. Mounts 


on ANY smooth surface without tools, fuss 


possess: the most attractive and most versa pe 
marring. Change prices, brand names, re 


. 
@ tile Point-of-Sale Signs and Displays fo ‘ 
‘ j ta s names in a few minutes 
» few ars The first ALL PLASTIC, “Long Life’, inter 
The Dojama System enables you to prepare hangeabie letter and display composing 


oe Price Cards ndoor, outdc backbar, shelf, door, carton board 
MANUFACTURED BY 





We'll be glad to send you 
samples and complete in- 


Write today— GORDONSVILL 





formation 





Cancdion Representatives: Kingstan Industries Co., Montreal 2, Quebec 
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* SEVEN up 


PATENTED STACKING 
STABILIZER KEEPS 


CARRIERS Rigid 


Prevents — : 
Wobble and Sway J oc. 


@ Fits all cases 


_ 


Solid Bottom Prevents Bottom @ Ends breakage complaints 
: @ Amply strong for multiple 
Failures. A revolutionary new trips 
STACKING STABILIZER is the an- @ Safe stacking either vertically 
swer to wobbly, swaying bottle car- or in pyramid 


riers! This patented feature holds @ Safe and comfortable to 


; ' carr 
Morris bottle carriers absolutely Y 


@ Features trade mark on all 
four sides 


@ Simplifies checking loads 
rier has the stacking stabilizer! @ Assembles quickly at bottling 
line 


MORRIS PAPER MILLS ‘csi sti. 
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rigid. It enables you to make larger 


displays. Only Morris Step Up Car- 





lation, said that a definite 
In Geposits Is necessary 


pec 
ncreased cost 
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of bottles 
Bauersfeld also 


noted li 

ansas bottlers are “up against” 
“Crying Need” for witine 98 
Price Boosts, <apewee 


dressed by Theses ' Mansfield 
\.B.C.B 
Kansas Bottlers Told 


board member from New 
ark, N J re - il 


S. Bell, 


Mi 


Cork and 


Max 


Crow! 
Seal Co., Baltimore, Md 
K. Doehler, Ji 


e Dodsor 
nd Warre! 
Atlanta 


Mo 


Officers Elected 


elect 


Bauersfeld 


Laboratory Exercise Offered 
By A.B.CLB. 


HEAD KANSAS BOTTLERS 


Left to right—Lawrence Lynde. director: Roy Pierce, director; John Christ 
man, secretary-treasurer; A. L. Talbert. vice-president. V. L. Bauersfeld 
president 
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When the ball hooks in for a perfect strike, 

and you hear the murmur of approval around you—comes 
a feeling that can’t be beat. That’s how it is, too, 

when you know you've given your product the best in 


quality and skill from start to finish. 


Naturally, you've used sugar. In years of 
quality manufacturing, you've learned 
that sugar’s standard is uniformly high 
and pure... sugar has more sweetening 
power... only sugar brings out best 


the natural flavors of higher-priced ingredients, 


‘To keep your product ahead of the game—you'll always 


use sugar. For you and your customers, it pays 


off in solid satisfaction! 


me cence 


sore 
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Sentara ten 
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One of the Arm 


strongs new Hi Speed Crowns 1s 


advantages of 


that thev feed faster through bot 
Phe 


the construction. of these crowns the burt hats 


thing machines reason lies in 


been removed from the underside of the skirt 
You ll find that these crowns are less scratched 


ind marred in handling inh and Ith 


transit 


crowners. They cause less friction and s« raping 


in Crowne hoppe rs and chutes. You get con 


iderably fewer hang-ups in) crowner chutes, 


less dust in crow nine mac hines 


You can get Armstrongs Ti Speed Crowns 


now at no extra cost. Use them on vour lines 


for better production For anv further informa 


tion vou might want 


Cork ¢ 


O312 Prince St 


write Armstrong 


Divi ©) 


Penna 


OMIpPany Glass and Closure 


sion Lancaster 


HI-SPEED CROWN 


Burr n skirt edge 
transferred to DI 
where it does no dama 


THERE'S A SOURCE OF 
NEAR YOU 


wl - 
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OLD-STYLE CROWN 


SUPPLY 
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Why Sales Meetings Are Important 


Tos bottlers hold sales meet- 


ings at regular or irregular inter- 
vals. These meetings offer oppor- 
tunity for owners or managers to 
get together with the men on the 
routes and discuss policies, proce- 
dures, and competitive conditions. 

Sales meetings are always more 
constructive when there is a defi- 
nite agenda to be covered. This re- 
quires previous preparation. Natu- 
rally, the meeting should be orderly 
little can be accomplished 
people talk at the 
same time. It is generally prefer- 
able to hold these get-togethers late 
in the afternoon 


since 
when several 


after the sales- 
men have completed their routes. 
If the meetings extend into the 
evenings, the company should treat 
the sales help to the dinner-meal. 
A sales meeting can be interest- 
ing and helpful to all concerned, or 
it can be as dull as a long-winded 
political speech, depending on how 
it is conducted. 
There is a frequent tendency for 


organized and 


the boss to do most of the talking. 
This 
both from the angle of the execu- 


procedure is self-defeating, 
tive in charge and the men who 
have to sit and listen. Better results 
are obtained if the salesmen are 
called upon one by one to take an 
active part in the discussion. This 
gives the man in charge of the 
meeting an opportunity to listen to 
the various arguments and sugges- 
tions, after which he can interpret 
them in terms of company policies 
and marketing objectives 

Salesmen are the eyes and ears 
of any business organization. They 
are in constant contact with the 
people who comprise the company’s 
market dealers and consumers. 
The information they accumulate 
relative to competitive conditions 
and customer relations, as well as 
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WHY SALES MEETINGS? 


Sales meetings help the bottler keep in touch with the problems of route- 
men, and help routemen better understand the policies of the bottler. 
For maximum success, the meetings should be of the open forum type. 
with every routeman encouraged to participate. 





suggestions for possible improve- 
ments all along the line, can be very 
helpful to management in making 
intelligent decisions. Even though 
salesmen are inclined at times to 
be over-critical, to take the cus- 
tomer’s point of view, to be skep- 
tical regarding marketing possibil- 
ities, they should not be discour- 
aged from freedom of speech in the 
sales meeting. In some cases they’re 
wrong, but in other cases they’re 
right; in either case, issues are 
clarified and better cooperation is 
open hearing 
It is important that there be com 


created through an 


plete accord between the manage- 
ment and the sales organization, 
whether it be composed of few or 
many salesmen 

relating to 


Company policies 


terms of sales, guarantees, credits, 


handling of complaints, allocation 
of routes, and other such matters 
should be carefully explained and 
always open to free discussion. We 
have known of companies where 
policies were dictated with the fi- 
nality of laws, where the salesmen 
were not informed of the workings 
and problems of other departments 
of the business, and where they 
were discouraged from offering 
criticisms and suggestions. The re- 
sults were not good——the men in 
the field took the attitude that they 
were mere cogs in a machine and 
assumed no initiative outside their 
own spheres of action. 

We have seldom attended sales 
meetings at which the subject of 
price did not come up for heated 
discussion at one time or another 
The reason is that salesmen are 


97 





constantly confronted with sales 


it is the 
first line of defense for dealers who 


resistance based on price 


are not easy to sell. This is espe- 
cially true today, because of the 
bottlers’ varied price structures. 
Now, if price were the only buy- 
ing incentive, only the cheapest 
products would be sold. Sooner or 
later all salesmen must learn to sell 
on the basis of value rather than 
price—value in terms of tangible 
benefits and superior service. And 


the place for the salesmen to learn 
is at sales meetings. 

In order to sell in terms of bene- 
fits, it is important for the sales- 
man to understand the point of 
view of the customer. The dealer is 
interested primarily in handling 
beverages which have ready con- 
sumer acceptance, and quality 
which assures repeat business. He 
looks at turn-over as a guide to fu- 
ture buying. It is therefore vitally 
important for the salesman to do 
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“Now we can do TWO 


conveyor chain 
maintenance jobs with 
ONE material” 








+ 
Every day more botulers are 
discovering that Oakite Compo- 
sition No. 6—wet soap lubricant 

improves boule and case con- 
veyor operation in these fwo 


important ways. 


HERE Oakite lubricators provide efficient 
lubrication at six strategic points on con 
veyor line 


(1) Oakite Composition No. 6 puts a stop to bottle breakage by preventing 


build-up of excessive gate pressures. (2) Oakite Composition No. 6 


maintains chains in a scrupulously clean condition. Eliminates frequent 


stoppage for cleaning. In addition, the more effective lubricating action 


of Oakite Composition No. 6 allows free-flexing of chains around sprockets 


and guides. Lessens costly drain on current and helps hold motor burn- 


Outs to a minimum. For FREE folder of facts write address below today. 


OAKITE PRODUCTS, INC., 265A Thames St. NEW YORK 6,N.Y. 


OAKITE 


SPECIALIZED INDUSTRIAL CLEANING 
MATERIALS + METHODS + SERVICE 


Technical Service Representatives in Princapal Cites of U.S. & Canada 





everything in his power to pave the 
way for sales in the retail outlets 
along his routes. 

These are a few of the many sub- 
jects that can be taken up and dis- 
cussed to mutual advantage in sales 
meetings. Other things are: effec- 
tive methods of presentation and 
demonstration, complete informa- 
tion about current advertising and 
sales promotion activities, how to 
improve service and marketing con- 
ditions in general. 

Most 
which means that they are more 
interested in 


salesmen are extroverts, 


personal relations 
than in theories, abstractions, and 
technicalities. They are inclined to 
be temperamental, which can be 
either an asset or a liability, de- 
pending on how they are handled. 
For this reason, it is important that 
the sales manager be more than a 
super-salesman. He should have a 
keen understanding of human na- 
ture in order to handle his men in- 
dividually rather than collectively, 
and he should have the experience 
and capacity to plan and direct the 
work of others along constructive 
lines. Further than this, it is im- 
portant that he must have a general 
understanding of teamwork in all 
departments of the business. It has 
been said that more salesmen have 
been spoiled by poor direction than 
through lack of natural ability and 
desire to become producers. 

We must always remember that 
whether a bottling company em- 
ploys ten people or one hundred, 
judgment of the company and its 
products by each customer will be 
formed through his contacts with 
the salesman who calls on him. No 
amount of advertising can over- 
come the bad impressions left by 
poorly-directed route salesmen, or 
the damage which may be caused 
by arbitrary policies. It is of vital 
importance, therefore, that men be 
selected and trained to represent 
the company and its products to 
best advantage, to establish the 
personal relationships and provide 
the service that builds and holds 
business. All this and more can be 
accomplished in well-conducted 
sales meetings 
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ROYAL CROWN COLA 


NEHI CORPORATION we 
COLUMBUS, GEORGIA NEHI FLAVORS 


PAR-T-PAK BEVERAGES 
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FUEL WASTE ) 
DUST AND DIRT, 


_ HIGH MAINTENANCE 
. COsT 7 
wit 


AMESTEAM | ! 


GENERATOR , 


e EFFICIENT 
¢ FULLY AUTOMATIC 


10 to '500 Horsepower 
15 to 200 Ibs. Steam Pressure 


AMESTEAM Generator Units come com- 
plete, ready to install. For oil, gas or 
oil-gas combinations. Thousands in use 
for heating, power and processing. 


Write for latest bulletin 


AMES wens 


BOX 2512 OSWEGO, N. Y. 


Builders of Better Boilers since 1848 
Manufactured under 


License in Canada by VOLCANO, Ltd., Montreal, P. Q. 


Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


2 
CARAMELS FOR ALL PURPOSES 


Colas * Root Beer + Other Beverages 





™°E BERGHAUSEN CHEMICAL «.. 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 


BOTTLES TRAVEL 


in straight lin around ¢ ny degree from O°” to 180° 
without the use of corner rae we soe or extra power 
the line 


S = LATERAL CURVE BOTTLE, JAR, 
oul alic CAN CONTAINER CONVEYOR 
sitile piece of equipment. Designed and engineered 
in » bettie ng needs, the Styl-O-Matic Lat sat Ces 


s efficient, rapid, simplified service wi th a minimu 7 
Send fie bulletin LC-! 


OTHER ISLAND EQUIPMENT 
Accumulating Table e Chain Conveyor « 
Gravity Conveyor, etc. 


ISLAND 


EQUIPMENT CORP. 
21-03 Bridge Plaza North Dept. N-12 Long Island City 1, WY 
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Tailor-Made 


Vending Program 


N. D. bottler placed over 100 vending machines in 2] months by offering 
locations their choice of unit, beverages, purchase plans and vendor decor. 


« 

Ww: don’t sell vending machines ; 
what we have sold are the advan- 
tages our coin coelers can provide 
for an individual location.” 

That’s the way bottler L. F. “An- 
dy” Gompf, who heads Associated 
Beverages, Inc., sums up his plant’s 
success in placing better than 100 
vendors in the Fargo, N. D. terri- 
tory during the past 21-month 
period 

Faced with strong competition 
single-drink machines that 
were freezing his products out of 
choice outlets, Mr 


from 


Gompf worked 
out a “tailor-made” merchandising 
program designed to counteract this 
“something 
location. On the 


results 


situation by offering 
better” to each 
showing 


basis of proven 


that Associated Beverage vending 
equipment has replaced many of the 
machines, this 


rival one-brand 


placement drive has accomplished 
its purpose. On the more positive 
side of producing added volume, 
the vendors have generated enough 
new business to increase this plant’s 
annual sales by 10 

Jottling a varied line that in- 


cludes Pepsi-Cola, Dad’s Root Beer, 
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B-1, and Sun Crest flavors, Mr. 
Gompf has utilized “Selectivity” as 
his key sales point. In soliciting 
locatiens, stress was laid upon the 
firm’s ability to supply a vendor 
that could offer a choice of drinks 
pleasing to all the palates in that 
particular site. 

This merchandising policy is cur- 
rently reflected by the fact that 


PROFIT PRODUCING OUTLETS 


while all of Associated Beverages’ 
products are represented in its coin 
coolers, only the  fastest-selling 
brands are “permanent”. 


Slow-Sellers Replaced 


Based on the individual location’s 
record, driver-salesmen are quick 
to replace slow-sellers with more 


Using selective coin coolers to cover the Fargo, N. D. territory, Associated 
Beverages’ placements include such varied outlets as a super service 
station (right) and a bowling alley (left). Many machines carry decals 
for Sun Crest and Pepsi-Cala, spearheading a brand name drive. 








popular selections, and a constant 
effort is made to see that the ven- 
dor has drinks that “move” in that 
particular locale. 

“Most people like a change now 
and then,” observes bottler Gompf, 
noting that, in his territory, flavors 
their cooler 
popularity in the winter, while cola 


enjoy greatest coin 
is the dominant drink in the sum- 
mer. However, he also points out 
that in most commercial locations, 
where employees work at steam- 


heated “summer” temperatures 


MIXING 18 no PROBLEM 
WITH PFAUDLER SYRUP Tayns 


during the cold season, overall ven- 
dor volume “continues at a uni- 
formly high rate.” 

Gearing automatic merchandis- 
ing equipment to the specific re- 
quirements of moderate, medium, 
and volume locales, Associated Bev- 
Ideal 


erages uses Dispenser Co. 


(Bloomington, Ill.) 35, 80, and 120- ~ 


bottle models, making it a cardinal 
rule to insure that the proper-ca- 
pacity vendor is mated to a loca- 
tion’s sales potential. The success 
of this policy 


“sizing” can be 


a *) 


Simple mixing and blending of sugar syrups is “duck 
soup” for Pfaudler stainless steel mixers. Simply fill 
the tank with water, turn on the agitator and dump in 
your sugar. In a matter of minutes sugar will be 
thoroughly dissolved. 


@ Power input is fantastically small; a fractional H.P. 
motor does the job. 


@ Once your syrup is mixed, just open the flush valve. 
No waste. No fuss. All Pfaudler syrup tanks are self- 


draining. 


ree “ si 
watous ? 


Prawdler 


THE PFAUDLER CO., Rochester 3, N.Y. 


102 


Branch offices: 330 W. 42nd St., N. ¥. 18, N. Y.; 111 
W. Washington St... Chicago 2, LL; 818 Olive St., St. 
‘ 


oj 2970 West Grand Blvd.. Detroit 2, 

1719 bet Natl Bank Bldg... Cineinnati 2, O., 1213 
nmercial Trust Bldg.. Philadelphia 2, Pa. 751 
tle Bldg., Boston 16, Maass.; 334 Chattanooga Bank 


Bidg., Chattanooga, Tenn., P.O. Box 1066, Dallas, 
Texas; Taylor St., Elyria, O.; 13460 Connecticut Ave., 
N. W.. Washington 6, D. C.; 121 Bauman Ave.. Pitte- 
burgh 27, Pa; P.O. Box 1031, Minneapolis, Minn.; 
The Pfaudler Sales Co. 1325 Howard St.. San Fran- 
cisco 3, Calif; 3757 Wilshire Blvd., Los Angeles 5, Calif. 


gauged from the fact that the com- 
pany has not found it necessary to 
re-possess a single coin cooler which 
it has sold. 


Three Sales Plans 


To meet the needs and require- 
ments of the varied locales in the 
Fargo territory, Associated Bever- 
ages has kept its vendor placement 
program flexible, using three basic 
plans: 

(1) Outright Sale. In about 7°, 
of the placements, vending equip- 
ment has been sold directly to the 
location for cash. However, other 
sites prefer a pay-as-you-go Ssys- 
tem, under which Associated Bever- 
ages obtains a 15% down payment 
on the coin cooler, with the balance 
financed on a monthly installment 
basis over an 18-month period by a 
local bank. In such 
“reasonable” profit is taken on the 


instances, a 


transaction by the bottler to cover 
future mechanical servicing costs. 

(2) Rental When the 
bottler retains ownership of the 


System, 


vendor, a 15 cent per case vended 
fee is charged to the location as 
rental, and Associated Beverages 


is currently considering raising 
this rate to 20 cents. Drinks are 
wholesaled to the location at 90 
cents per case and vend for a 
nickel, in contrast to the 6 cent 
over-the-counter price prevalent ia 
this region. 


(3) Convenience Plan. About 
18% of the firm’s locations do not 
care to be bothered with such de- 
tails as stocking the vendors, pay- 
ing for deliveries, etc., and in such 
cases the bottler’s driver-salesmen 
service the machines—but retain 
all proceeds. This service system is 
used solely in peak volume sites, 
such as the local telephone com- 
pany office, a U. S. Naval training 
Center, bank locations, etc 


Special “Vendor Man” 


Unlike some plants which utilize 
driver-salesmen to place vendors, 
Associated Beverages has only 
made limited use of such person- 
nel for that purpose. While these 
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men are responsible for some con- 
tacts that led to placements, Mr. 
Gompf states that “none have been 
completed by them, as there are too 
many details that would take up 
too much of their time.” Believing 
that such solicitations require spe- 
cialized ability, the company has 
assigned one employee to handle au- 
tomatic merchandising. It’s inter- 
esting to note that most of the 
vendor installations were obtained 
during sub-zero Dakota weather, as 
this plant has staged winter month 
coin cooler drives with the aim of 
building off-season volume. 

One sales 
helped the 
is its willingness to provide a coin 
cooler finished in any color that 
will harmonize with the prospective 
Similarly, though it 
regards the vendor as a good “sign- 
board” medium and though 80% 
of the machines carry decals plug- 
ging its brands, 
ages will eliminate such advertis- 


technique that has 
plant obtain locations 


site’s decor. 


Associated Bever- 


ing to obtain a desirable location. 

As a case in point, Mr. Gompf 
tells the story of a local newspaper 
owner who wouldn’t permit vendors 
in his publishing offices because he 
felt that their 
ance detracted from the surround- 


“brassy” appear- 
ings that he had spent thousands 
The offer of 


a decal-less coin cooler in a sub- 


of dollars to create. 
dued hue won the spot for Asso- 
ciated Beverages, and it now ranks 
Other 
it has 
been necessary to drop brand in- 


as a prime sales producer. 


locales of this type, where 
signia in order to win locations, 


include police stations, hospitals, 
and schools. Since the vendors serve 
a fixed, rather than a transient, 
population in such sites, Mr. Gompf 
feels that the drinks serve as their 
own advertisement, stimulating 
subsequent take-home purchases in 
retail outlets 

In placing equipment, this firm 
has actually discouraged some pros- 
pective locations from purchasing 
vendors when it felt that there were 
too few potential consumers in the 
site to provide the patronage that 
enable the 


earn its investment. By adopting 


would installation to 
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a policy of carefully surveying each 
location, and by tailoring the 
proper machine to the outlet’s 
needs, Associated Beverages has 
built up a route of profitable vend- 
ing sites that are generating “plus” 
beverage volume on a year-round 
basis. 


Word-of-Mouth Helps 


Favorable 
satisfied 


word-of-mouth from 


accounts has facilitated 


this plant’s plans to further ex- 
pand its automatic merchandising 
operations. As bottler Gompf points 
out: “When you can show a pros- 
pect a list of the various concerns 
in the territory who already have 
installed your vendors, with each 
one more than paying its way and 
earning profits for the outlet or 
providing funds to finance employee 
social and sports activities, your 
placements in new locations come 
much easier.” 





Full Opening Dry 
Ice Converter in- 
stallation at the 
7-Up Bottling Co., 
St. Joseph, Mo. 


FULL OPENING DRY ICE CONVERTERS 
WILL CUT YOUR CO. GAS COSTS! 


® GAS COSTS CUT 40% TO 60%: 
The cost of dry ice delivered to your plant 
is usually about half the cost of cylinder 
gas. The savings effected by the use of 
"Full Opening’ Dry Ice Converters will pay 
for their cost in a short time. 


© HANDLING TIME ELIMINATED: 
With converters, labor cost of moving cylin- 
ders, of connecting and dis-connecting from 
manifold system is completely eliminated— 
a substantial saving! 


© NO OPERATING COSTS: 


No refrigeration, heating, operating, or 
maintenance costs are necessary. Safe stor- 
age is not affected by power or heating 


failures 


e NO ICE BREAKING: 

"Full Opening” Converters are designed to 
handle full 50-lb. blocks of dry ice. No time 
spent in breaking ice, with consequent ice 
wastage. 


© INDEPENDENCE OF SUPPLY: 


The Full Opening Dry Ice Converter may be 
charged with either dry ice or liquid COo. 


© SPACE SAVING: 

Converters require less space than the cylin- 
ders required to handle » comparable vol- 
ume of gas. Converters may be placed at 
any location in your plant, connecting them 
to the regulator with high-pressure tubing. 


© EASILY CLEANED AND INSPECTED: 
“Full Opening” 


feature makes regular in- 
spection simple. 


@ For prices and illustrated folder giving 


complete construction, 


operation and in- 


stallation details, write Dept. (NB) at the 


address below. 


TULSA. OKLAHOMA 


DRY ICE CONVERTER CORP. 


P. O. Box 1652 


Tulsa, Oklahoma 
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3 
Sign of a 


lireat Success 


THE NEW CORROSION-RESISTANT 
WAUKESHA P.D.* SANITARY PUMP 


a O-RING Ro; 
/ ARY seat 


Streamlined, compact new WAUKESHA V-Belt Drive Pump. 
Steel plate base with adjustable legs. 


You get new PLUS VALUES in sanitary pumps now with 
the new Waukesha ...new time-saving sanitation, new per- 
formance, new durability, new beauty! The Waukesha 
O-RING ROTARY SEAL alone puts it head and shoulders 
ahead of others. With only ONE ring replacing SIX former 
parts you'll save substantially on cleaning, disassembly and 
assembly time. You need never consider painting or re- 
finishing, for the New Waukesha Pumps are made entirely 
of gleaming, polished “Waukesha Metal”—a lifetime finish, 
easily cleaned, corrosion-resistant, tarnish-proof. Installation 
is simpler, too! The new steel plate base with easily ad- 
justable legs can be leveled to uneven floors in a jiffy. 
When you get all this—plus the time-proven advantages 
of Waukesha’s P.D. Positive Displacement, non-aerating, 
non-agitating pumping — it’s modern product-handling that 


really pays a profit on your investment. Write for the whole 
story TODAY. 


* P.D. means Positive Displacement to the last drop. 


New WAUKESHA Pumps are available in V-Belt, 
Variable Speed and Vented types. 


WAUKESHA FOUNDRY CO. 


WAUKESHA, WISCONSIN 


100% 
Yexutheolhdh SANITARY 
PUMPS 


Dependable Product of a Responsible Manufacturer 





Roll to Location 


m Standard 
E-X-T-E-N-D-0-V-E-Y-0-R 


PORTABLE POWER-BELT CONVEYOR 


Retroct 
Q 
al 


Saves Time and Work — Loading — 


‘ \ 
ion — aa oy? | 
Unloading — Stacking Unstacking i a 
This compact, mobile, easily maneuver A 
able power-belt conveyor unit extends to | 
t fs a i — — 


46° in either direction and _ retracts 
910°. Reaches into cars, trucks, trailers 
Handles boxes, bags, bundles, cartons 
crates, cases weighing up to 150 lbs 
Available in two models—1 way stretch 
and 2 way stretch—and 4 sizes. Write 
for Extendoveyor Bulletin No. NB-120 
Standard Conveyor Company, North St. 
Paul 9, Minn 


| Roll Away 





STANDARD 
CONVEYOR COMPANY 
North St. Paul 9, Minn. 


RAVITY & POWER 
CONVEYORS 





Beverages Look and Taste 
Fresh and Inviting with 


POLARSTIL 


PURIFIED 
WATER 


Equip your plant with ao POLARSTIL 

and Presto! your beverage 

products perk up to a new high 

in sparkling new life and taste . . . 

in sales and profits. POLARSTIL 

is first choice with beverage 

monufacturers everywhere for 
purifying water at a minimum cost 

LESS THAN Ic A GALLON. 

Yet it pays handsome dividends 

in better looking, better tasting, 

faster selling products. Get in 

line with modern times. Put new 








life in your beverage business. 
INSTALL A POLARSTIL. 


For full particulars, write 


COPPER & BRASS MFG. CO. 


2734 N. Janssen Ave. e Chicago 14, Ill. 
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Speaking to the NAMA 
— ee Convention on current bot- 

tle vendor operating prob- 

lems, S. Maurice Whitcraft, 
who heads the Automatic Beverage Co., vending affili- 
ate of the Pepsi-Cola Bottling Co. in St. Louis, cited 
NBG's recent plant survey to indicate that 50% of 


the country’s bottlers had raised their prices and 


voiced the opinion that this is the time for the 10- 
cent drink. (Whitcraft reported that his experiment 
some time ago with a 6-cent coin cooler price had been 
insuccessful, primarily because people disliked han- 
dling odd pennies.) While the company’s units are 
currently geared to five cent operation, Whitcraft 
viewed the dime drink as inevitable since it now “takes 
a dime to do a nickel’s job.” Among suggestions he 
made to bottle vendor operators were that they use 
improved machines; properly select locations; get in- 
creased performance from routemen; make the repai! 
department more efficient; use record-keeping to weed 
out poor stops; minimize commissions; cut merchan 
dise costs; and be alert to resist unfair taxation 
W. H. Mason III, president of the Mason Automati 
Vending Co., Houston, Tex., gave a similar talk from 
the cup operator’s standpoint. He broke down the cost 
on 5c drinks as 40° for ingredients, 20° 
commission, and all other costs (labor, main 
transportation, depreciation, etc.) and profits 
of the remaining 40 As one means of 
maintenance expenditures, he suggested that 
operators in any one area set up a “pool” 
yp. Pointing out that pricing was a matter 
evaluation, Mason stated that in Houston he 
to hold the nickel line in industrial stops 
present, but will feature dime cup drinks in 


conscious sites, such as theatres 
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VENDOR AND COOLER NEWS 


PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 

costs 
SERVICING 


NEW MODELS 


Cup Machines and soft 
Drinks Dominate NAMA drinks were dominant once 
Show again at the annual Na- 

tional Automatic Merchan- 
dising Assn. (NAMA) convention and exhibition, held 
in Chicago last month. Among manufacturers 
displaying equipment were Automatic Products Co 
(N. Y. C.), with its pre-mix “Refresh-O-Mat” and 
new “Soda Shoppe” 1000-cup 3-drinker; Cole Prod- 
ucts Corp. (Chicago), showing its 3-flavor 600-cup 
“Colespa’”; Hupp Corp. (Cleveland) debuting a new 
dual-flavor 600-cup model; Lyon Industries (N. Y. C.), 
showing 500 and 1400-drink machines, the latter in 
1 and 2-selection models; Mills Industries (Chicago), 
exhibiting its 400-cup single-drink “Automatic Foun- 
tain’’; Spacarb, Inc. (Greenwich, Conn.), with 4-flavor 


VENDOR MAKERS SPEAK... 


Views on the 1951 bottle and cup vendor production 
picture given by Robert W. Wagstaff, left, vice-presi- 
dent of the Vendo Co., Kansas City. and I. H. “Ike” 
Houston. right. president of Spacarb, Inc., Greenwich. 
Conn., at the N.A.M.A. Convention in Chicago last 
month. Both agreed that the nation’s defense program 
would affect vending machine output. 
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1000-cup “Mix-A-Drinks” in a variety of models; and 
SuperVend Sales Corp. (Chicago) inaugurating its 
new 600-cup multi-drinker. .. . The parent company 
booth line-up included virtually all of the major com- 
panies active in the vending sirup field, with exhibits 
by Canada Dry, Citrus Products, Coca-Cola, Dr. Pep- 
per, Double-Cola, Hires, Mission Dry, Nehi, Orange- 
Crush, and Pepsi-Cola, while representatives of several 
other franchise firms and a number of bottlers who 
operate cup equipment were in evidence on the exhibit 
floors. Election of officers found I. H. Houston 
(president of Spacarb, Inc.) named a vice president, 
while John T. Pierson (president of the Vendo Co.) 
retained the treasurer’s post 

was utilized in the Citrus Products exhibit to dispense 
Kist flavors. .. . Orange-Crush’s booth included a pre- 
mix Refresh-O-Mat vending that brand, and a Spacarb 
dispensing Old Colony flavors. . Indevco, Inc. pre- 
miered its combination coffee and carbonated cup 
drinking machine, offering the patron a choice of 
. Sole exhibitor to show 
bottle equipment was the Vendo Co. (Kansas City), 


hot java or cold Pepsi-Cola. 


displaying its V-83 Coca-Cola coin cooler. 


Departing from the “low- 
boy” styling employed in its 
Hupp Dual Drinker ‘ ig? : 

PP single-drink console cabinet 
300 and 400-cup machines, 
the Hupp Corp. (Cleveland) premiered an upright 2- 


“Custom-made” Beverage Cases are not manu- 
factured in standard sizes. Your individual size 
and shape of bottle dictates what their measure- 
ments should be. 


Remember. you have less breakage when bottles 
fit their cases. 

“Custom-made” cases are now obtainable. Write 
today for delivery information. 


THE GREEN COMPANY 


Inc 


10 East 4oth St. New York 16, N. Y. 


(Plant— Bellows Falls, Vt.) 





flavor vendor at the NAMA Show. With a 600-cup 
capacity, this selective model is designed for use in 
traffic locales where floor space is at a premium, occu- 
pying 3.3 sq. ft. A test route of this equipment has 
been operated by Hupp for several months in the Cleve- 
land territory, and production has been penciled in for 
next month. Machines displayed at the NAMA exhibit 
featured Dr. Pepper, Nehi Upper Ten, Vernor’s Gin- 
ger Ale, Coca-Cola, etc. 


With soft drink price in- 
Changers For 6&7 creases at wholesale giving 
Cent Vending rise to vendor sales prob- 
lems, National Rejectors, 
Inc. (St. Louis) has come up with a complete line of 
conversion kits and devices suited to both bottle and 
cup machines of varied makes. One unit, which ties 
in with its coin changer, makes 6 and 7-cent sales 
possible, accepting pennies, nickels, dimes and quar- 
ters, and returning change in nickels and pennies. .. . 
Guardian Electric (Chicago) is marketing an adaptor 
for its changer, which permits the vendor to be geared 
to 6 and 7-cent pricing. Firm is currently offering a 
five year replacement warranty on its equipment. . . 
A penny unit has also been developed by the A.B.T. 
Mfg. Corp. (Chicago), which can be linked to its stand- 
ard 5-cent mechanism, used on Ideal coin coolers. ... 
With some 50 of its solenoid-type coin changers out 


ELECTRIC 
COUNTER 


BOTTLE AND CAN 
COUNTERS 


CASE 
COUNTER 


Productimeters register accurate count of 
every unit processed . . . eliminate profit. 
eating losses . . . insure economical plant 
operation and maximum use of man hours. 
DURANT MANUFACTURING CO. 
1920 N. Buffum Street 120 Orange Street 
Milwoukee 1, Wisconsin Providence 3, R. |. 
Representatives in Principal Cities 
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on test, Johnson Fare Box (Chicago) is set to go into 
line production. Firm is also building a new combina- 
tion unit for counting and sorting coins. 


Several interesting observa- 
Operational tions were made by speakers 
Observations at the NAMA confab which 
have indirect bearing on 
soft drink vending. . . . John W. Mock, Chicago man- 
agement consultant, stressed the need to impress loca- 


tions with the type of service and merchandise being 


vended to offset competition, pointing out that higher 


commission was meaningless when careless service COOLER “OASIS”. Even in primitive Saudi Arabia. 

P : , eal : ir. D. J.D ‘an, coolers have op new tlets for soft drinks and 

and poor qu ality cuts volume. . . Dr. i 2 J c vega spearheaded brand-name drives. With a blistering sun 

marketing professor at Cornell University, forecast keeping temperatures up and throats dry, ice-cold 

an increasing importance for automatic merchandisers Coca-Cola adds a modern day refreshment note to an 
ancient mode of existence. 





as defense preparations increase, with vendors re- 





quired to provide foods and beverages desired by pro- 

duction workers. ... In a‘talk on candy pricing, B. W. A new selective cup vendor, 
Scheuer, pres. of the Vendomat Corp., a Baltimore From Juice To built specially to its order 
firm also operating cup drink equipment, cited some Sandwiches by Hoke, Inc. (Englewood, 
instances where plant management refused to permit N. J.) to dispense drinks 
dime bars to be stocked in vendors as they felt the from frozen fruit juice concentrates, was unveiled at 
move would focus worker attention on the “increased the NAMA exhibit by the Welsh Grape Juice Co. 
cost of living” and, in turn, bring demands for wage Mixing water with the concentrate in a 3 to 1 ratio, 
increases Informal roundtable discussions by the machine dispenses 5-oz. dime drinks. 600-cup unit 
beverage operators produced a cross-section of opinion offers patrons a choice of grape or apple juice, while 
in favor of trimming location commissions. product cost is about 40°, of the selling price. 


For Full Facts on New 
Models with packaged 
refrigeration systems; 
counter - balanced lids 


4 The Largest Selling 
SELECTIVE VENDER 


Learn why over 30%, of all bottlers in America use IDEAL Venders. 
Find out about the new package-type refrigeration system that 
slides in and out like a drawer. With only 2 clips to loosen, the 
entire unit can be replaced in 30 seconds—without special tools. 
Learn about the new recessed lid that is counter-balanced so it 
raises and lowers with one finger. Investigate these and the many 
other new improvements in IDEAL “Selective” Venders. New 
MODEL 70-B (pictured at 


left) vends 80 bottles; pre- 
cooler: large capacity. 
variable depending on 
bottle size. Height. 32"; 
Width. 27": Length. 36”. 
Two other sizes — larger 
(MODEL 300-B) and 
smaller (MODEL 55-B). 
All are selective — vend 
| up to 8 flavors. 


WRITE, WIRE OR PHONE FOR LITERATURE AND PRICES OPE Ra, 


>> IDEAL Diahansor Bieabilidl iO} 


Cone? 
Dept. 530 BLOOMINGTON, ILLINOIS NOt 
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Mills Industries (Chicago) showed 400-cup machine 
it is building for Minute Maid to vend orange juice 
Initial production run calls for 1,000 vendors. 

Other coin-operated beverage equipment shown in- 
cluded 3 carton milk vendors and 4 coffee machines, 
with latter adaptable for hot soup. Ice cream was 
also in the automatic merchandising spotlight, with 
1 cup and 5 bar-type dispensers displayed. Consensus 
of operator opinion was that while an ice cream vendor 
will cut into the sales volume of a nearby candy ma- 
chine, it has negligible competitive effect on soft drink 
volume With “coin-operated cafeterias” becoming 
a medium of “in-plant” industrial food service, 4 
manufacturers showed refrigerated vendors dispens- 
ing a selection of sandwiches. Sole model in production 
thus far is built by the Rowe Corp. (N. Y.) and units 
are reported to have boosted thirst-quencher demand 


and volume of adjacent drink vendors 


“Beverage Operator's Day,” 
View ‘51 Vendor 
Production 


programmed during the 
NAMA Convention, fea- 
tured some interesting com- 
ments productionwise. I. H 
Spacarb, Inc. (N. ¥ 


Houston, president of 
discussing the cup machine 
manufacturer's outlook, estimated that around 23,000 


soft drink vendors were currently on location. He 


A LiFe 
pisaPPol 


“L/ 


Don't be too late for 


a Sun Spot Franchise. 
Protect your territory... 


write for information, NOW 


IT'S MADE WITH 


Real Cnarge Guice/ 


WRITE—WIRE—NOW! 


SUN SPOT COMPANY of AMERICA 


1520 Ridgely St., Balto. 30, Md. * Western Office: Long Beach, Col 


indicated that some 5,000 units had been built before 
World War II, while subsequent production through 
1949 totaled just under 22,000, and the 1950 output 
could be expected to hit the 10,000 machine mark 

the largest production in any single year. Mr. Houston 
ventured the forecast that governmental restrictions 
and material scarcities would make production more 
difficult and expensive, with possibly 4,000-5,000 cup 
vendors being turned out in 1951 by all manufacturers, 
a figure running considerably behind the current loca- 
tion absorption rate. He further pointed out that, in 
this event, in view of the demands of industrial out- 
lets for the vendors, second-hand cup equipment might 
be at a premium. Similarly commenting from the 
bottle vendor manufacturer’s viewpoint, Robert W 
Wagstaff, vice president of the Vendo Co. (Kansas 
City), major Coca-Cola supplier, observed that coin 
cooler production would be affected by the current 
transition to a defense economy. In addition to the 
uncertain materials situation, Mr. Wagstaff pointed 
out that performance of government work by plants 
normally engaged in full-time vendor production would 
probably cut back bottle machine output from the 
1950 rate. Mr. Wagstaff reported that the NAMA has 
been mailing questionnaires to vending machine oper 
ators in order to compile statistics for presentation 
to the Small Business Section of the National Pro- 
duction Authority in Washington to indicate that 
much automatic merchandising equipment functions 


COST 
SAVING 
PACKING 


ot 


ONE - PIECE HANDLING 


American interlocked preassembled 
partitions are shipped flat in handy 
bundles, and can be readily picked 
up with one hand. 
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in “essential locatiens,” where they keep up workers’ 
morale by providing round-the-clock refreshment ser- 


vice. 


New bottle vendors were 
Coin Coolers at debuted by 4 manufactur- 
ABCB Expo ers at the Frisco ABCB 
Artkraft 
exhibited its new ‘‘Bev-Vend,” 


Convention 
Mfg. Corp. (Lima, O. 
which incorporates a ‘“Varietee” dispensing mecha- 
. Taylor Mfg. Co 
(Tulsa) unveiled its “Long” single-drinker, vending 
Atlas Metal Works 
(Dallas) bowed its 2-flavor “‘Automatic,” which is also 


nism and National changemaker 
75 and pre-cooling 80 bottles 
being built in one and three drink models, along with 


Central Tool Co 
premiered the ““Choice-Vend,” push- 


its selective ‘“Varietee’”’ unit. 
(Hartford, Conn 
button 4-flavor automatic unit, dispensing 108 drinks 
and holding 50 in pre-cool. Widest shown coin 
coolers shown were the models of Ideal Dispenser 
(Bloomington, Ill.) which were also featured at the 
booths of a number of parent companies, including 
Chocolate Products, Julep Co., Mason & Mason, Nes- 
bitt’s, Nehi, O-So-Grape, and Sun Spot Vendo 
(Kansas City) showed its line of machines built for 
Coca-Cola bottlers, including the V-23, V-39, and V-&83 

SelectiVend (Kansas City) S-48 and S-96 vendors 


were on view at the Dr. Pepper booth 


am 


Soft drink price increases 
Price Patterns & have been followed by a 
Coin Chutes re-gearing of nickel coin 
mechanisms on vendors it 
several territories, and an increased number of 6, 7, 
and 10-cent inserts have been noted. In Alexandria, 
La., where Coke now retails for a dime, the Coca-Cola 


‘ 


Bottling Co. has converted “several hundred” coin 
coolers from 5 to 10-cent operation. While some of 
these machines had been sold outright to the individual 
outlet and other equipment is owned by the plant and 
placed on a rental basis, bottler Paul Gilham told the 
“Cooler Corner” that he had footed the bill for all 
conversion changeovers. Practically all the Coke ma- 
chines are in so-called “public” locations, as there are 
relatively few factory sites in this region. 

Latest of the variety 5&10 
Woolworth Tests Cup chains to utilize cup vend- 
Machines ing equipment as an added 
revenue producer and cus- 
tomer service is the F. W. Woolworth Co., now testing 
machines in several of its top-traffic New York City 
sites. Models being used are marketed by the Auto- 
matic Products Corp. (N.Y.), and include both the 
1000-cup 3-flavor “Soda Shoppe,” vending carbonated 
selections, and the 300-cup single-drink pre-mix ‘Re- 
fresh-O-Mat,” dispensing “still” orange drinks. Initial 
installations were made at the end of September, with 


Scovill Bantam Opener 


Most inexpensive sales producer 
of its type. Curved for greatest 
strength, easy to pick up from wet 
surfaces. Lightweight nickel-plated 
sheet steel. * 


A Scovill 
' Opener 
to fit 
your pursé! 


There’s an opener for every budget in Scovill’s big array. 


Display your name on an attractively-colored aluminum, nickel-plated 
sheet steel, or wire opener. Your style of lettering can be stamped on one 
or two sides and smartly color-filled on some models at slight extra cost. 


FREE! Scovill’s complete catalog of low-cost, sales-producing premiums 
(including openers) to tie in with any promotion. Address: SCOVILL 
MANUFACTURING ComMPANY, 59 Mill Street, Waterbury 20, Conn. 
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the “Soda Shoppe” going into 9 outlets, while 3 also 
house Refresh-O-Mats. Following this check to deter- 
mine the volume vendors can register in “impulse” 
beverage sales over and above that now being tallied 
at soda fountains and lunch counters in the same 
stores, the chain is reported ready to project a bever- 
age automatic merchandising program on a country- 
wide basis. Giant of the major “five and dime” firms, 
Woolworth is represented by 1,775 outlets in every 
state in the union and Washington, D. C. (plus 150 
more in Canada). While 221 stores in New York repre- 
sents the chain’s largest concentration in any one 
state, Cal., IIL, Miss., Ohio and Pa. each have over 100. 
Several Woolworth competitors, including S. S. Kresge, 
W. T. Grant, and Neisner Bros., have already approved 
cup vendor installations for some of their stores, with 


volume generally reported as good 


In an effort to stress the 
Be. Pageer Caches Count importance of keeping 

open-top manual coolers 

adequately stocked with its 
brand at all times, the Dr. Pepper Co. recently offered 
driver-salesmen servicing the drinkboxes $10 for each 
box that contained 50 or more bottles of that beverage 
when the location was checked by a parent company 
representative. Advance notice of the period when the 
cooler count might be made was posted on each fran- 
chised bottler’s bulletin board to alert salesmen for the 
checking period. During the first cooler count, only 23 








Some of the outstanding fea 
tures of the PRIESAND stain 
fess steel tank 


@ Built to A.S.M.E. Code, U-6? 
specifications 
@ Safer Safety valv 


nto the head 


@ Lightweight single wall 
onstruction. eliminates use of 


ning 


@ Durable 


any tank on the market 


built to outlast 


@ Attractive 


fo stay ean 


polished ean 


Liberal trade-in allowance on your present old, tin 
lined tanks toward the purchase of these new stain- 
less steel tanks. ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., Ime. ““teris te 





salesmen collected the award, but a second check in 
September found 62 winners. In addition to the imme- 
diate $10 earned by the men, the program was designed 
to bring home the fact that fully-stocked coolers gen- 
erate consistent Dr. Pepper volume and produce steady 
sales commissions. Winning open-top coolers were 
tagged in such diverse outlets as service stations, eat- 
ing places, groceries, drug stores, a hotel, a news stand, 
a smoke shop, and a pool room. 

‘Multi-flavor 600-cup Super- 
Bottler Cup Vends 
Canada Dry 


Vend (Chicago) machines 
are being used by the Can- 
Bottling Co. of 
Augusta, Ga. With selections varied occasionally to 


ada Dry 


stimulate sales, the three-drinkers have been dispens- 
ing Canada Dry Orange, Grape, Cherry, and Root 
Beer, and Spur Cola. Robert L. Rhodes, Jr., president 
of the company, notes that theatres and such institu- 
tional sites as hospitals have been the best volume 
producers, while this plant has also placed SuperVends 
in industrial locales and schools. Mr. Rhodes points 
out that the firm uses cup equipment primarily in 
those sites which wish to eliminate bottle handling, 
as Canada Dry Bottling also operates a route of selec- 
tive coin coolers. One serviceman has been assigned 
to handle both the cup and bottle machines, as well as 
some coffee vendors which the company has installed 
in factory sites. Bottler Rhodes reports that this plant 
is working towards developing a coin operated food 


THEONETT & CO. 


330 N Ashland, Chicago 7. Ill 











fe O FUMBLING 
CHIPPING 

With Krag’s 

New Bottie Opener... 


This sturdy, nickel plated steel opener is 
perfect for all outlets. Easy to operate. 
Prominent space available on opener for 
colorful trade mark or advertising message 


WRITE 


Krag Steel Products. Me. 
319 WN. Albany Ave., Chicago 12, Illinois 


Pat. No. 2533618 
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vending service for certain industrial locales in the 
Augusta region, as he feels that automatic merchan- 
disers could eliminate the need for small factories to 
operate an uneconomical manual commissary for their 
employees. 
Following an intensive 
Spots 500 Coin Coolers placement campaign under- 
taken over the past two 
years, the Pepsi-Cola Bot- 
tling Co. of Quincy, Ill., now has close to 500 coin 
coolers on location in its territory. Believing that its 
ownership of the machines gives the plant better con- 
trol over which products go into the boxes, virtually 
all of the units are rented to locations at the rate of 
15 cents per case vended, though a dozen have been 
sold outright to outlets. Utilizing selective Ideal equip- 
ment, the company vends its line of Pepsi-Cola, Gra- 
pette, Dad’s Root Beer, Nesbitt’s, and Rummy, vary- 
ing the machines’ menu “according to consumer de- 
mand at each stop.”” Reviewing a recent month’s sales 
records, bottler Oscar J. Weiss told the “Cooler. Cor- 
ner” that volume in locations on the route, depending 
on the size of the vendor in a site and traffic, runs all 
the way up to 140 cases per month, commenting: “At 
times we are obliged to take some marginal stops be- 
cause of competition.” In many of Pepsi-Cola Bot- 
tling’s stops, its rental agreements give the plant 
“exclusive” vending rights in the outlet, though the 


location is permitted to utilize one dispensing channel 
in the coin cooler for a competitive product, if it 
wishes. 

* , 

Two makes of single-flavor 
pre-mix cup vendors have 


“ 


Bireley's Cup Vended 


been “approved” for bottler 

use to dispense non-car- 
bonated Bireley’s. Units are the Refresh-O-Mat, mar- 
keted by Automatic Products Corp. (N. Y.); and the 
American-Simplex (Los Angeles), manufactured for 
that firm by Associated Aircraft. As no water line 
connections are required for this type of bulk vendor, 
both machines are portable. Commenting on the bever- 
ages being dispensed in the cup machines, a Bireley’s 
spokesman notes: “Orange is the leading flavor, and 
grape has a good acceptance in many localities. These 
are the only flavors being used in the machines at the 
present time.” Bireley’s also reports that several of its 
foreign franchise operations are active in this phase of 


. 


automatic merchandising. 
* * * 
Acton Mfg. Co. (Arkansas 
- ™ City, Ark.), which has been 
Coolerette” For Coke : aber 
producing “picnic” coolers 
for Coca-Cola bottlers, has 
come up with an ice-refrigerated drinkbox incorporat- 
ing that type of unit for use in retail outlets. Known as 
the “Coolerette”, the new device combines a standard 
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35-bottle Acton portable cooler with a steel base to 
provide a stationary model. This stand, in turn, con- 
tains an inclined steel rack which supports a wooden 
case to hold empty bottles. Designed for use in mar- 
ginal stops that require a low-cost ice-type drinkbox, 
the manual cooler will be utilized to open a whole new 
group of soft drink accounts 


Jack E. Page of the Dr 
Pepper and Nesbitt Bot- 
2 Plans, 2 Vendors ; a C 

ig Co., 


Fayetteville, 

Ark., reports that this con- 
cern has installed over 140 bottle vendors in its area, 
using 2 makes of coin coolers and 2 placement plans 
to meet the needs of local outlets. Selective Ideal 
(Bloomington, Ill.) equipment is sold outright to loca- 
tions, while 2-flavor National Gas Equipment Co. (Ter- 
rell, Tex.) automatic machines are rented at 15 cents 
per case, primarily to institutional sites such as 
schools, hospitals, etc., that “are not in a position to 
purchase a vendor.” Bottler Page has installed coin 
coolers in several buildings on the local University of 
Arkansas campus and a flock of varied locales, noting: 
“We find that machines make sales in nearly any loca 
tion where there is the least bit of activity or gather- 
ing,’ and he adds the observation that this plant has 
found it good business to utilize several different-sized 
vendors as “we can satisfy the customer with a ma- 
chine that best suits his needs.” 


Here’s a promotional idea 
“Testimonials” Sell 
Locations 


that’s been producing coin 
cooler placements for the 
Dr. Pepper Bottling Co. in 
Corinth, Miss. When a new vendor is installed in an 
outlet, bottler Cecil Murdock has a photo taken of the 
location-owner standing alongside the machine and, if 
possible, one or two bystanders, drinking Dr. Pepper 
About 2 or 3 weeks later, Mr. Murdock returns to the 


stop and obtains a statement from the dealer on the 


SUBWAY STOP 


On this Chicago elevated subway station a pre-mix 
Refresh-O-Mat plugs Orange-Crush and nabs nickels 
from riders who stop for a spur-of-the-moment thirst 
quencher while waiting for trains. 
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machine’s sales performance—along with permission 
to use this material in discussing vendor sales with 
other coin cooler prospects. Assembling a group of 
these illustrated “testimonials,” bottler Murdock has 
made up brochures which are provided to his sales- 
men. The men report that “seeing is believing,” and 
these visuals aids have been quite effective in selling 
new outlets on the merits of automatic merchandising 


- * 


Premiering at the ABCB 
Stead Deviate Ghintees Show was the Ideal Dis- 

penser Co. (Bloomington, 

Ill.) new ‘“Manualmatic” 
changemaker, designed for use on the firm’s 3 selective 
coin cooler models. Operated manually as a combina- 
tion coin unit and changer, this device utilizes three 
pre-loading coin tubes holding a total of $12 in nickels, 
or sufficient change for 80 dimes and 40 quarters. A 
feature of the ‘SManualmatic” is that it will always 
accept nickels, and thus the vendor continues to func- 
tion on straight 5-cent sales even when the changer is 
empty. Field tests by Ideal show that the changer 
boosts vendor volume by ending the “no nickel” prob- 
lem 


Al Jerome, who heads the 
Factories Prove Orange Kist Bottling Co 
Profitable of Cortland, N. Y., has 

made a successful drive in 
covering industrial outlets in that community with 
coin coolers. Bottler Jerome reports that he currently 
has some 40 Ideal (Bloomington, Ill.) vendors rented 
to these sites at a 10 cents per case rate, with the 
selective equipment dispensing the varied line of Kist 
flavors bottled by this plant. In terms of both building 
on-premises consumption and advertising the com- 
pany’s brand name, Orange Kist’s cultivation of the 
factory market has built volume and profits 


Though the | S. Coast 
a vey pee oe Guard is a civilian agency 
under Treasury Dept. ju- 
risdiction, it maintains Ex- 
changes (stores) for its personnel similar to those 
operated by the Armed Forces—-and such sites are 
good locales for soft drink vendors. Last year the 
Coast Guard’s 19,500 men spent around $2,000,000 in 
its 125 Exchanges (30 shore, 95 afloat), which are 
geared to attain a profit goal of 10-15% for support 


of its recreational program. Purchases of supplies, 


including soft drinks, are made on a local procure- 
ment basis by the Exchange Officer (EXO), who can 
also arrange for vending machine service. Such in- 
stallations are covered by one year written contracts 
as “concessions,” and carry a provision that operators 
must reimburse the U. S. for any electricity, water, 
etc. used by the vendors 
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BUTTON DOWN BEVERAGE PROFITS WITH THE 
PROGRAM THAT OFFERS THE MOST... 








NATION: -WIDE DISTRIBUTION! , 
TIME-PROVED FINANCING—METER PLAN! 


SERVICE AND SALES ASSISTANCE! 
5-YEAR WARRANTY! 


It’s the only Cooler Program offered that clears 
away your problems while it builds new sales, 
new acceptance for your product! 


NO OTHER PROGRAM offers you the advantages of 
Kelvinator’s Beverage Cooler Program! A nation-wide 
network of 44 distributors to give you service, sales 
and financing assistance! They'll help 3 you to wrap up 
the kind of plan that is best for your ‘needs and pur- 
poses. And think of this—for only a few cents a day, 
your dealers can own a Kelvinator Cooler on the 
popular Kelvinator Meter Plan! 

So take the first step to stepped-up sales . . . more 
point-of-sale advertising . . . lower delivery costs for 
you in low volume stops. Simply mail the coupon below! 


wrt ttn -5 





Beverage Cooler Department, Nasn-Kevvinaton Conporation 
14250 Plymouth Road, Detroit 32, Michigan 

Cut ovt coupon. Paste Gentlemen: Please send me pricing information on the new Kelvinator Beverage 
Cooler. Also send me without cost or obligation your illustrated booklet “Bottlers’ 


Operating Guide™ containing information on how to sell, service and finance my 
own Cooler Program 


on penny post card and 
mail today! 


Mail this coupon today — 


we WEALD and receive by return mail 


NAME 

’ this booklet crammed full 

il WW. of valuable information on 

how to sell, service and STREET ADDRESS 

finance your own Cooler 
Program. 


CITY .. 2ONE.......STATE.. 
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5 ee 


pis SF 


you insist on 
smart 


receptionists... 


os Angeles Philadelphia Portland, Oregon - St. Louis 


insist on 


smarter looking uniforms of 


REEVES ARMY TWILL 


NOTHING SELLS A COMPANY better than smart, 
business-like employees. That's why top companies 
from Coast to Coast insist on uniforms of Reeves 
Army Twill. For this famous fabric is good-looking 
and it stays that way, washing after washing. 
Sanforized* and vat-dyed in colors that are fast to 
sun, water and perspiration, it holds its good 
appearance as long as the garment lasts... and 
that’s a long time. For Reeves Army Twill is 

made of fine combed cotton—two-ply for 


extra strength. 


Make sure your men are “right ’’on the job. 


Write for full information on Reeves Army Twill today! 
Revidual shrinkage 


REEVES BROTHERS, Inc. 


54 Worth St., New York 13, N. Y. 


Makers of famous Byrd Cloth, Reevecord, Glen- 
garrie Poplin, Reevroy Corduroy, Plaid Denim and 
other nationally known quality cotton fabrics 


- Montreal Toronto 
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YOU CAN TASTE 
QUALITY! 


Taste Sun Crest... its wholesome goodness 
is quickly evident. 


The sparkling flavor of this orange- 
flavored drink comes from the finest ingre- 
dients expertly blended into a delightful 





thirst quencher everybody enjoys. 


It's a top quality drink in a bright, 


colorful bottle that builds steady volume, 


good profits for bottlers. 














SPECIALTY 
Sauctargs. 
Centrifugal Pumps 


This year, thousands of 
Progress Portable Coolers will be given as Christmas 
gifts. We know this because it has happened before. 
The reason is that these coolers make highly acceptable, 
economical and year-round, useful gifts. Plan to pro- 
mote them, under your name, this Christmas . . . and 


pick up EXTRA PROFITS yourself! 


GG 


Model A-! (right) holds 
32 6-oz. or 24 12-02. bot- 
tles in ice . . . plus food 
for 4 persons. 


BEG 


Model A-2 (below) holds 
21 6-oz. or 18 12-02. bot- 
tles in ice. 


S) P | > i; I A i T 3 4 a Your name embossed on 


either model . . and port- 


Saunctary FITTINGS F og ie able coolers finished in 
: baked enamel color you 
select. Or, coolers in your 
baked enamel color ready 
for your decals. Write for 
full details now. Build 
Christmas sales! 


4G 


Prov 


REFRIGERATOR COMPANY 
LOUISVILLE 1, KENTUCKY 





THERE’S PROFIT IN PROGRESS! 
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WHAT’S YOUR BEST MOVE 


IN BUYING CROWNS? 


The Crowns you use play an important part in your operating 
costs... and profits. As a business man, you want to be sure 


that you are getting the best crowns your money can buy. 


It is on the bottling line that the quality and dependability 
of crowns show up. When you buy CCS Crowns you are making 
a move that is confirmed by the judgment of thousands of 


successful bottlers and brewers. 


Year after year they buy far more CCS Crowns than any 
other kind. That wouldn’t be true unless they found them the most 


satisfactory and profitable crowns to use. 


Crown Cork & Seal Company « Baltimore 3, Md. 
Originators and World's Largest Makers of Crown Corks 


Plants at: Baltimore «+ St. Lovis + Los Angeles + San Francisco 


Branch Warehouses throughout the Nation 


CCS CROWNS 





THE COMPLETE 
WYANDOTTE LINE 





WATER CONDITIONERS: 


SENECA CHIPPEWA 721 
BOTTLE-WASHING ALKALIES: ene cae “ne 


FLAKE 


INDUSTRIAL GERMICIDES: 


ALKALI 
FOR EQUIPMENT CLEANING: 


—IN FACT, SPECIALIZED PRODUCTS FOR EVERY CLEANING NEED 








THE WYANDOTTE LINE water conditioners 
NSQ. BWC., Keego; bottle-washing alkalies 


WYANDOTTE CHEMICALS CORPORATION 


WYANDOTTE, MICHIGAN 
s Flakes S., 721 Special 


8 Service Representatives in 88 Cities 
Star 5X, Flake Industrial Alkali; germicides: Steri 

for equipment cleaning: GLX 
SR-10, Kelvar, Poma — in fact, specialized prod 
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ONLY ONE 
BiG CHIEF! 





80 Years 
of Quality 

} 
over 
$30,000,000 
of Advertising 
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—————— nn 


Let 
Z 
Ee 


The power behind the Hires franchise 
is leadership. An 80-year reputation 
for quality and more than $30,000,000 
of consumer advertising have made 
Hires the largest selling root beer in 
America. And 50,000,000 cases of root 
beer were sold last year! 


The best way to get your share of 
this big market is with the best-known, 
best-made, best-selling root beer there 
is. Write Charles E. Hires Co., 206 South 
24th Street, Philadelphia 3, Pa. 


December, 1950 
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ALL-METAL CARRIER 


Metal six-bottle carriers. said to 
offer “lifetime” service, are offered 
by G & O Mfg. Co., Rockford, III. 
Handles of the unit may be 
‘pulled up for carrying; 
dropped” for display stacking. 
Its base is fabricated from alumi- 
num. Four carriers fit standard 
24-bottle carton case shell. 





FORK-LIFT ACCESSORY 


Towmotor Corporation. 
Cleveland, Ohio, has de- 
veloped a hydraulic scoop 
accessory for fork-lift trucks. 
which picks up, transports 
and dumps bulk materials. 
The scoop will tip 45° for- 
ward for dumping the load 
and 30° backward for car- 
rying the load. It is readily 
interchangeable With stand- 
ard pallet forks. 





LOAD CAPACITY INCREASED 


Metzgar Co., Grand Rapids, Mich. 
has increased by 25% the load 
handling capacity of its Save-A 
Hoist gravity-operated loading 
ramp by the addition of bridge 
type under-bracing. Unit is de 
signed to serve as standard equip- 
ment in trucks handling medium 
heavy jobs and to reduce the time 
or man power formerly required 
in loading and unloading oper 
ations. It is available in wheel 
and roller types. 





MINIATURE ION EXCHANGE UNIT 


A new and refillable ion exchange 
unit now delivers, from an ordi- 
nary faucet, water equal in 
chemical quality to triple-distilled. 
Called the Filtr-Ion, it is the 
smallest and lowest-cost applica 
tion of the Monobed ion exchange 
principle. Designed for small 
quantity uses, it is a product of 
the La Motte Chemical Products 
Co.. Towson, Baltimore 4, Mary- 
land. 





Corrosion-Resistant Paint 
Coatings Are Also Decorative 
Paint coatings which are 
decorative as well as resistant to 
corrosive attack, have recently been 
David E. Long 
42nd St., N. Y. C 
Known as the 
‘D,”” the 


tor sé 


developed by the 
Corp., 220 E 
Decorative Series 
new coatings are designed 
where esthetic considera 
tions carry more weight, but where 
ordinary paints co not provide the 
desired 


resistance to corrosior 


particularly to frequent 


applica 
ons of strong cleaning agents 
Available i 


olors 


variety of pastel 
Series l) Coatings mav be 
ised on walls 


ceilit xs, washers 


ind other equipment. The new coat 
apply over old paints and 


» odors 


December, 1950 


Low-Priced Aptitude Testing 
Kit Introduced 


An inexpensive packaged 
aptitude testing kit for office work 
ers (stenos, typists, clerks, ete 
has been introduced by the Martin 
Publishing Co., Box 2430, San 
Francisco 26, Calif 

The kit includes tests which mea- 
sure and evaluate: (1) applicant’s 
speed and accuracy in working with 
numbers, and in general clerical 
duties; (2 applicant's ability to 
learn rapidly and understand dire¢ 
tions, and (3) applicant’s ability to 
think logically in terms of accounts 
rates and quantities 

The complete kit, including mate 
rials or use with ten applicants is 


ivailable for $10.00 


New Electric Control for 
Speed-Trol Motors 


A new Electric Remote 


Control for Sterling Speed-Trol 


(Variable Speed) Electric Powe) 
Drives has been announced by Stet 
ling Electric Motors, Inc., Los An 
geles 22, California. This is a pack 
age unit design, which may be 
mounted on any size Speed-Trol of 
current design by the user in the 
field as well as being available with 
new Speed-Trols at the factory 
The package unit includes a mount 
ing bracket, reversing motor, chair 
and sprockets, friction clutch, chain 
Slow” 


guard, and remote “Fast 


station 





Antiseptic Floor Treatment 


Westone, an antiseptic 
floor treatment with bacteriostatic 
properties, 
the West Disinfecting Company, 
Long Island City, N. Y. Formulated 
primarily for the treatment of 
Antiseptic Westone may 


has been developed by 


floors, 
also be used successfully on fixtures 
and equipment as well. Users of the 
product are said to have reported 
a reduction in janitorial expense, 
less contamination, and a cleaner, 
brighter, dust-free atmosphere 

Westone not only removes dust 
from floors but leaves an antiseptic 
film which inhibits the growth and 
multiplication of the bacteria pres 
ent. One gallon covers 4,000 square 
feet of surface; it is stainless and 
clean to use with a rag, mop or by 
spraying; reductions in floor main 
tenance costs of 50 per cent have 
been realized. 

West will give plant demonstra 
tions of the new product without 
charge or obligation 


Container Corp. Reports 
Stock Split 

Walter P. Paepcke, Chair 
man of the Board, Container Cor 
poration of America, has announced 
that holders of the Company’s pre 
ferred and common stock have ap 
proved a 2-for-1 split of the com 
mon shares. At the same time, the 
stockholders also approved an in 
rease in the authorized common 
tock from 1,500,000 shares of $20 
paar | t 8.000.000) shares of 


$10 par 


Smaller Steam-Jet Cleaner 
Developed by Livingstone 


Livingstone Engineering 
Company of Worcester, Massachu- 
setts, has reported the development 
of a new, smaller Steam-Jet Cleaner 
and Sterilizer, known as the JC-20. 
Like the larger Speedylectric JC 
30, this new lower-priced model is 
an all-electric, portable unit. It is 


only 16” wide and 40” long 


Featuring simplicity of opera 
tion, the JC-20 cleans mixers, ket 
tles, conveyors, cabinets, equipment 
and facilities effectively and si 
lently. Unlike the fuel-fired “steam” 
cleaning machines which depend on 
hot water and large quantities of 
solvents under pressure for thelr 
cleaning action, the JC-20 uses 
steam from a built-in high pressure 


boiler 


WHITE TRUCK OFFERS DELIVERY TIME-SAVINGS 


Engineered for delivery time-saving 


is White Motor Company's new 


Model 3014. Among its features are (a) better traffic maneuverability 
through combination of short wheelbase and wider tread front axle; (b) 
easier loading and unloading through the use of a lower frane, and 
(c) time and labor savings on delivery stops achieved through low 
cab floor height. wide doors, no obstructions in cab. and one curb 


level step. 








GLOBE ON TV 


Renewal of a television pro- 
gram promoting its line of 
Wilshire Club Beverages, 
including the recently-de- 
veloped chocolate drink. 
Creme-O-Coco, has been 
announced by Globe Bot- 
tling Co., Los Angeles. Look- 
ing on as Globe president 
Abe Kanner signs TV con- 
tract are: Leo Kanner, gen- 
eral sales manager: John 
Reynolds, television ac- 
count executive: and Don 
Breyer, vice-president of 
Ted H. Factor Co., advertis- 
ing agency. 








New Corrugated Board Features 
Versatile Folding 


“Shellcrease,” a new cor 
rugated board that folds in any 
direction with the ease of wrapping 
paper, is now being marketed by 
Shelton Mfg. Co., Inc., 42-24 Or 
chard St., Long Island City, N. Y 
Minute scoring marks in the cor 
rugation 


permit folding at any 


point—across the corrugation or 
diagonally in any direction. It can 
be rolled against the corrugation 
just as easily as with the corruga 
tion 

Shellcrease is offered in stock 


rolls up to 72” 


wide and 250 feet 
long or in sheets. cut to order 
Available ir 


70 and 100 pound basis 


7 - 


four weights: 35, 55 


New Photoswitch Unit Averts 
Conveyor Jamming 

Jamming of cases or cat 
tons on conveyor lines may be 
averted with the Photoswitch De 
layed Action Photoelectric Control 
Set PID, a new product of Photo 
switch, Inc., 77 Broadway, Cam 
Mass. The unit has beer 
designed to indicate the presence 


bridge, 


of a jam and to introduce conveyo) 

stop motion or other correction 
Set PID 

high speed 


uniquely combines a 


photoelectric circuit 
with an electronic delayed action 
timer in a single control to limit 
relay action to those occasions wher 
a jam occurs. The relay operates 
only when the light beam has been 
broken for a preset time interval 
representing a period longer than 
that normally required for a case 
to pass. Since relay armature mo 
tion is the only mechanical action 
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which takes place, this reduction of 
its frequency of operation multi- 
plies the life of the equipment. 


New Speed Reducer 


Reducer 
for output speeds from 115 to 330 


A Torque-Arm 


rpm has been announced by Dodge 
Manufacturing Corporation of 
Mishawaka, Indiana, as an innova- 
tion in the field of power transmis- 
Claimed to be the 
shaft-mounted re- 


sion machinery 
first and only 
ducer designed for this speed range, 
the new single reduction unit is 
being produced in four sizes, which 
cover capacities up to 27 hp 

The compact unit is locked se- 
curely to the shaft-to-be-driven by 
means of two steel locking collars 
one on each side of the reducer 
It is anchored to the floor or any 
othe) 
Arm 


fixed object by the Torque- 

Any required output speed with 
in the recommended range of 115 
to 330 rpm can be obtained with 
stock properly related in 
size. Variations of that speed are 


accomplished 


sheave Ss 
simply by changing 


sheave sizes 


New Production Control Device 
Measures Idle Time 

Chronolog Inc., sales and 

representatives for the 

Michigan, have been ap 

intry-wide representa- 

new Model C-1 Chrono 

ts manufacturer, The Na 

Acme Company of Cleveland 

The Chronolog is a patented elec 


which pro 


allv-operated unit 
nted record of machine 

and idle time, and a 

It also 


hen, how long and for what 


work produced 


idle time has occurred 
performs the valuable ser 

yt “mechanical secretary,” 
ating “alibis” and guesswork 
This system of production con 
trol is said to have found quickest 
plants where stand 


icceptance in 


irds are already high, and where 
consideration has beer 


oO iowering production costs 


Flexible, Versatile Light Weight 
Conveyor System 
\ simple, practical con 


vevol svstem, developed to meet 
the needs of both large and small 


acturers for conveving rela 


December, 1950 


GRAPETTE APPOINTS NEW ADVERTISING AGENCY 


At a recent meeting in Chicago. officials of The Grapette Company. Inc.. 
and of Henri, Hurst & McDonald, Inc., concluded final arrangements for 
transferring the Grapette advertising account, effective Jan. 1, 1951, to the 
Chicago agency. Left to right around the desk are A. M. Semones, Henri. 
Hurst & McDonald, Inc., vice-president: J. L. White, Grapette Sales Director: 
B. T. Fooks, Grapette President; H. A. Carlson, agency vice-president; 
W. D. McDonald. chairman of the agency's board of directors; W. N. Stuck- 
slager, director of promotion for Henri, Hurst & McDonald, Inc.; A. Roy 
Allen, Grapette Advertising Manager: and seated, W. B. Henri of Henri. 


Hurst and McDonald. Inc. 





tively light parts, is now being pro 
duced by the Lightweight Conveyor 
Co., 18690 Lauder Ave., Detroit 35, 
Mich 


Champion Monorail Type Conveyor, 


Known as the Lightweight 
it can be operated as a Bench, Over 
Portable 


head, or even conveyor 
system 
The weight of the conveyor is 
negligible—it weighs approximate 
ly 3 pounds per foot and installa 
tion requires no super structure 
Flexibility Is its outstanding 


feature. It is a “package” conveyor 


sold in 2’, 4’, 6’, ® and 10’ sections 


with “els,” 45’s, ete similar to 
standard pipe. It is said to be as 
simple to set up again and again 
“Erector” set, and like an 


“Erector” set, it can be rearranged 


as an 


as plant needs change. Any route 


flow desired can be arranged at a 


cost of only $3.85 per foot 
New Packing Made Of 
Continuous Filament Fibre 


Now 


food and allied industries is a new 


being produced tor 


mechanical packing, known as Ray 
Pak, which is made of a continuous 
filament fibre lubricated with non- 
odorless 


contaminating, tasteless, 


and edible lubricant. Other features 


are high tensile strength and dura 
bility over that of fibre 
packing, as well as resistance to 


natural 
fraying. Furnished in coil or ring 
form from !x” to 1” in increments 
of 1/16”, it is 
Packing Division, 
36th & Filbert Sts.. 
Pa 


manufactured by 
Flexrock Co ‘ 
Philadelphia 4, 


Fluorescent, Personalized Decals 
Developed by Palm Fechteler 
Two important develop 
ments in decal manufacture were 
announ ed recently by Palm Fech 
New York City 
The first is the introduction of 
Palm 
Fechteler reports that the fluores 


cent colored decals are 


teler and Co., 


fluorescent colors in decals 
four times 
brighter than ordinary colored de¢ 
als, and that the fluorescence will 
last over six months if not exposed 
to the rays of the sun. Colors avail 
able are: fire orange, neon red, art 


yellow, saturn yellow and. signal 
green 

The second development is con 
cerned with several new processing 
methods for personalizing decals 
According to A. Bihr, Palm Fech 
teler president, “Decals created for 


national advertisers can now be im 
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printed to carry the name of the re- 
tail outlet or dealer as well as the 
advertiser's name and sales mes- 


sage.” 


New Boiler Designed 
Por Beverage Plants 


A new  fully-automatic 
boiler developed specifically for soft 
drink bottling plants has been an- 
Boiler 


Known as the Consolidated 


nounced by Consolidated 
( orp 
Process Boiler, the unit can furnish 
at the same time or separately 

three types of steam—a saturated 
steam with temperatures as high as 
220° in 15 minutes times; some sat 
iration in the steam with tempera 
tures as high as 400° in 20 minutes 
time and 


i dry steam with tem- 


peratures ; high as 550 in 35 





w boiler is said to 


to 90 recovery at all 
times, and according to the manu 
ire} ts fuel costs bv bette 
oy It is designed with ver 


flues and special baffles to re 


nished 
550 
ifications on the 


successf 


reports o1 
furnished by Consoli 


dated Boiler Corp., 126 Dartmout! 


Street, Boston 16, Mass 


Diversey Holds Sales Meets 
Creneral Sales Mar ie? 
\W ». Noves of The 


Diversey Cor 
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poration, Chicago, has been con- 
ducting a series of sales meetings 
in recent weeks with the various 
divisions of Diversey’s field service 
organization 

Purpose of the meetings has been 
to map sales strategy for the time 
remaining before Diversey’s annual 
December in 


sales conference in 


Chicago 


Self-Locking Corrugated 


Carton Is Developed 


Shelton Manufacturing 
Co., Ine 12-24 Orchard St., Long 
Island City 1, N. Y., has announced 
deve lopment of a self-locking corru 
gated carton with no seam at the 
bottom 
The new carton, called the “Shel- 
lock,”” does not 


occupy any more 


storage space than a conventional 
carton, but is said to have excep- 
tional strength at the bottom due to 
Its use elimi- 


the lack of a seam 
nates, taping, gluing and stapling 
According to A I 


Shelton’s president, orders are now 


Nierenberg 
being accepted for standard sizes 
is Well as special sizes to suit par 


ticular needs 


Oakite Holds Annual Technical- 
Sales Meetings 

How recent developments 
in the field of cleaning and allied 
procedures are helping industry 
meet the demands of increased pro 
duction was the central theme of 
i series of technical-sales meetings 


held in New York, ¢ 


Hollywood, California 


leveland, and 
during the 
Oakite 


meetings were 


month of November by 
Products, Inc. The 

yeneral sales and 
view, embodving round 
discussions on new materials 
ind servicing methods designed to 
save time and work on a wide range 
of industrial cleaning and associ 


ed tasks 


Seven-Up Company Erecting 
New Home 

Construction has started 
on a new $900,000 building to house 
the administrative, franchise, sales 
and advertising offices of the parent 
Seven-Up Co., St. Louis. 
The three-story and basement 
building is being erected at the 
southwest corner of Thirteenth st 
and Delmar blvd., adjacent to the 
company’s present headquarters at 
1316 Delmar blvd. The site has a 
total frontage of 188 feet on Del- 
mar blvd. by a depth of 135 feet 


Pennsalt Moves Chicago 
Sales Office 

Pennsylvania Salt Manu 
Tacturing Company has announced 
the removal of their Chicago dis- 
office to 1216 
Builders Building, 228 North La- 


Salle Street 


trict sales Suite 


The new office will be under the 
direction of George D. Grogan, Dis- 
trict Sales Manager for the com- 
pany’s Heavy Chemicals 
ment, and John C. Hampson, Dis 


trict Sales Manager for the Special 


Depart- 


Chemicals Department 


Wyandotte Chemicals Sets Up 
Public Relations Division 
Formation of an employee 
and public relations division of Wy- 
andotte Chemicals Corporation, Wy 
andotte, Mich., has been announced 
by Robert B. Semple, president. The 
all hu- 
man relationship activities of the 


new division will coordinate 


company 

George H. Baker, recently active 
with American Potash and Chem 
ical Corporation in similar activi 


ties, will head the new divisior 


o> 


COMBUSTION SAFEGUARD 


Combustion Control Corporation's 
(Cambridge. Mass.) Fireye Sys- 
tem FF-6 provides electronic flame 
failure protection and semi-auto 
matic ignition control for all types 
of commercial and industrial gas 
burning equipment. It is recom 
mended for use on boilers, ovens 
furnaces, kilns and driers. 
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PERSONNEL CHANGES 


GETS LIQUID CARBONIC POST 


Liquid Carbonic Corporation, Chi 
cago, has announced the appoint- 
ment of Peter G. Holliday as sales 
of the 
Contract Manufacturing Division. 


manager newly-formed 
This division has complete metal 
working facilities available for 
both industrial and defense work. 





Pepsi-Cola Co. 


j {lier Thomson has been 
elected vice-president in charge of 
the Sugar Department of Pepsi 
Cola Company, it has been an 
by Herbert L 
vice-president in charge of domes- 

perations Mr 


an assistant vice president of 


nounced sarnet, 


Thomson had 


com} any 
He joined Pepsi-Cola in 1944 to 
the Company’s wartime 
rations, to handle raw 
ases, and subsequently 
ales of the company’s 
sugar capacity which 
integral part ol the com 
rall operations During 
he served in Washington 
nt director of food ration 
1943-1944), and as 
igar department for 


Production Board (1942 


Baker Refrigeration Corp. 
ppointment of Walter Herbert 


as personnel manager of 


Refrigeration Corporation, 
tioning and refrigeration 
manufacturers of South 
Maine, has been an 
vy Jack Kelly, Baker's 
ant manager. Mr. Kelly 
future expansion of the 
department is planned 


December, 1950 


ITA TUL TLL 


TRU-ADE VICE-PRESIDENT 


Election of W. S. McAdoo as vice 
president of Tru-Ade. Inc., has 
been announced by Lee C. Ward. 
president. Mr. McAdoo. who has 
been treasurer and assistant to 
the president. will continue in his 
former post and assume the gen 
eral administration and coordina 
tion of all company departmental 
activities. 





Manning, Maxwell & Moore, Inc. 


Hamilton Merrill, vice president 
and director of Manning, Maxwell 
& Moore, Inc., 
vice-president in charge of the Con 
solidated-Ashcroft-Hancock Divi 


sion of the company 


has been appointed 


Mack Trucks, Ine. 


Election of F. S. Nickerson 


HIRES MEMPHIS MANAGER 


Edward T. Rose has been ap 
pointed manager of The Charles 
E. Hires Company plant operation 
in Memphis, Tenn., according to 
an announcement by John F. Gor 
ski, Jr., Hires general sales and 
merchandising manager. Mr. Rose 
plans an extensive promotional 
schedule in the Memphis area for 
1951. 





Mack 
tional Motor Truck Corporation and 


vice president of Interna 
his appointment as manager of the 
company’s Central Division Sales 
territory, has been announced by 
1. F. Fenner, vice president and 
general sales manager for Mack’s 
Central, Southwest and Western 
Divisions 

Mr. Nickerson will headquarte 
in Mack’s Chicago office 


WYANDOTTE SALES SUPERVISORS GET AWARDS 


Six Wyandotte Sales and Service Supervisors recently received twenty- 
five year service award watches. They are left to right: Carl M. Cooper. 
Indianapolis; E. E. Johnson, Sioux City: A. J. Reynolds. New Haven: A. E. 
Nelson, New York: J. B. Holland, Toledo; J. A. Dutton, Rochester. Robert L. 
Reeves, General Manager of the J. B. Ford Division of Wyandotte Chemi- 
cals Corp., at right, congratulates the new Twenty-five Year Club members. 











JOINS SEVEN-UP STAFF 


Henry Yost recently joined the 
staff of the parent Seven-Up Com- 
pany. St. Louis, Mo., as a sales 
conference leader. Mr. Yost was 
formerly advertising manager of 
the Seven-Up Bottling Co. of 
Denver, Colo. 





Pennsylvania Salt Mfg. Co. 
{lhert H 


pointed to the newly created posi- 


Clem has been ap- 


tion of assistant to the vice presi 
dent in charge of sales of the Penn 
sylvania Salt Manufacturing Co., 
it has been announced by William 
P. Drake, vice president 

Mr. Clem was formerly assistant 
manager of sales in Pennsalt’s Spe 
In his 
new position he will handle special 


cial Chemicals Department 


assignments for the Vice President 


Why Pay Extra 
Money For Your 
Insurance? 


You can save 15% to 40% of every dollar 
you usually pay for your policies by insur- 
ing with other bottlers now using Dodson 


specialized service. 


You get SAFE protection suited to your 
particular needs, and ALL POLICIES are 


NON-ASSESSABLE. 


In 50 years of service to the Bottling In- 
dustry we have returned more than $13,- 
savings on 


500,000 in cash 
Premiums. 


Ask about our lower rates for Fire Insur- 
ance on good bottling plants. 


BRUCE DODSON & COMPANY 


28th and Wyandotte e Kansas City 10, Missouri 


Vilter Manufacturing Co. 


A. A. Silverman, President of 
The Vilter. Manufacturing Com- 
pany, has announced the election of 
A. O. Vogel, and Dr. E. B. Tilton 
as directors of the company. Vilter 
manufactures refrigerating and air 
conditioning equipment. 

Mr. Vogel has been with Vilter 
In May, 1949, he was 
elected vice-president in charge of 
sales and continues in that capacity 


since 1923. 


Dr. Tilton has been associated 
with the company as economist and 
management consultant since he 
resigned as President in Novem- 


ber, 1949. 


Mack Trucks, Inc. 


1. R. Kelso has been elected vice 
president of Mack Trucks, Inc., it 
was announced recently by E. D. 
Bransome, chairman and president 
At the same time Mr. Kelso was 
named vice president and a direc- 
tor of Mack Manufacturing Corp., 
the parent company’s wholly-owned 
manufacturing subsidiary. In his 
new position Mr. Kelso will be in 
charge of manufacturing and pro- 
duction at all Mack plants. 


RETIREMENT—PROMOTION 


H. A. Rightmire, left, will retire 
Jan. 1 as market development 
manager of Food, Beverage, and 
Special Detergents of the J. B. 
Ford Division, Wyandotte Chemi- 
cals Corp. He will be succeeded 
by Fred M. King, right. who has 
been associated with Wyandotte 
for fourteen years. 





Bjorksten Research Laboratories 
Appointment of Dr. Howard Lyle 
Gottlieb as Development Chemist 
has been announced by the Bjork- 
sten Research Laboratories, Inc 
Dr. Gottlieb will work on a new 
type of packaging material being 
developed by the Laboratories, use 
ful for 
metal parts in transit or in ware 


preventing corrosion of 


houses. 





AMERICA’S FINEST BEVERAGE COOLERS 


“Geuce a. Waid’ 


SHE'S 





CLEVER 


Watch for Something New 
in Coolers and Vendors 


we BEVCO Company, Inc. 


3316-28 So. Broadway * 


CHOICE OF THE TRADE IS THE “BEVCO-MAID” 


SHE'S 


SMART 


St. Louis 18, Mo. 














Insurance 











MASON’S 


Old Fashioned 


ROOT BEER 


] 
| 











WRITE, PHONE OR WIRE 


MASON & MASON, INC. 


2138 N. DES PLAINES ST 


CHICAGO 6, tik 
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Bottlers who plan and prepare 
their advertising promotions will 
find much of value in a new book, 
“How to Tell if Your Ads Will 


Sell.” In easy-to-understand lan- 


guage, the. book explains how to ‘ 


prepare headlines and copy, and of- 
fers six primary rules for hard- 
selling copy. Other interesting fea- 
tures are a full analysis of 18 ad- 
vertisements appearing as illustra- 
tions; a psychologist’s list of the 
main reasons why people buy; and 
a short form of the ‘“Profit-Ad 
System” for quick judgment of 
advertising effectiveness. 

The Helpful 
Press, 2212 Cuming Street, Omaha, 


It is published by 
Nebr. Price is $5 per copy. 


Superior Paper Products Com- 


pany, Pittsburgh,-Pa., is observing 
its 25th year as a manufacturer 








USE DEL COATINGS— 


on BOTTLE WASHERS, SOAKERS, FILLERS, cae semcnan:, A 
TANKS, WALLS, CEILINGS, and FLOORS. 


PROTECT 


YOUR PLANT | 
and EQUIPMENT | 
against 
CORROSION 


BROCHURES AND CATALOGS 


| BROCHURES AND CATALOGS | 


aOR NT}! 


of corrugated paper containers. In 
commemoration of its anniversary, 
the company has published a color- 
ful and interesting 23 page booklet, 
describing the development and 
progress during its quarter of a 
century of ‘existence. Production 
processes are shown, new package 
designs are pictured and a colorful 
group of photographs 
accompany the 


pictorially 
written history 
Copies of the anniversary booklet 
are available upon request. Write 
to: Superior Paper Products Co., 
P. O. Box 4449, Pittsburgh 5, Pa. 

A comprehensive 64-page_ illus- 
trated manual, “Soda Ash,” com- 
piled by the technical staffs of the 
Pittsburgh Plate Company 
Columbia Chemical Division and 
Southern Alkali Corporation is the 


Glass 


newest handbook on the subject and 


the most complete ever published. 
The manual contains all pertinent 
data on this essential raw material 
which is used to some extent in vir- 
tually every industry. It may be had 
by writing on company letterhead 
to the Pittsburgh Plate Glass Com- 
pany, Columbia Chemical Division, 
Fifth Avenue at Bellefield, Pitts- 
burgh 13, Pa. 


A new 23-page booklet, B-4428, 
entitled Dry-Type 
Transformers” is available from 
Westinghouse Electric Corporation. 


“Westinghouse 


Reasons why dry-type transformers 
are safer and less expensive to in- 
stall and maintain in industrial 
plants are explained. Types of air- 
cooled transformers for every use 
are illustrated. For a copy of this 
booklet (B-4428), write Westing- 
house Electric Corp., P. O. Box 
2099, Pittsburgh 30, Pa. 


manual on industrial 
water conditioning has just 
published by 


A new 
been 
Aquatrol, Inc., of 


Houston, Tex. The manual explains 








Other Val 
Cerbonator 


carbonator. 500 gal 


real bargain. 


Burnhom Oil 
Furnace 


save 1/2 the price 
of new equipment 


Liquid lifetime 
magic stainless stee) 


capacity. In first 


An Amazing saving on this 


LIQUID CARBONIC 
12 SPOUT 


Red diamond filler. Recondi- 
tioned. Handles 7 o2. to 
quort. A real buy in a fine 
piece of equipment. Write 
for price today. immediate 
delivery. 


Micheel Yundt 
Washer 

12 wide brush type 
including all return 
pumps for solutions 
and water. Back umps 
feed and front un ettles 
load with conveyor. filters 
A wonderful buy. conveyors 


liquid fillers 
Plate and Frame 


available 
equipment 


Unaffected by Moisture, Condensation, 
Strong Alkali Cleaning Solutions, Lactic 
Acid, Fruit Acids, Milk, Sugar, Beer, 
Alcohol, Caustics. 
Wide Variety of Colors 
From PRIMER to FINISH COAT USE DEL and Save 
Time and Money. 


Call or Write 


DAVID E. LONG CORP. 


220 East 42nd St., New York 17, N. Y. 
Tel. MU. 2-8598 
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15 HP. adaptable 
for steam or hot 
water with two 275 
gal. storage tanks, 
oil circulating pump 
and hot water con- 
trols. An unusual 
value! 


washers 
Filter Press 

Ten chamber, ten 
square feet of filter 
ing area. In per 
fect condition. Uses 
paper or asbestos 
pads. Automatic by 
pass 


Write today for prices and further 


information. 


sanitary 
fittings 
homogen- 
izers 
agitators 
tanks 
vacuum 
pans 
revolving 





EQUIPMENT COMPANY 


Liquid Handling Materials 
end Equipment 


2530 S. Wabash Ave., 
Chicago 16, Ill. 


Phone: DAnube 6-1344 














a valve... use of 
- DECREASE your labor costs... ” — 
INCREASE your production ... | psllohctebted 


7 bé, . STANDARDIZED CANE SUGAR SYRUP 
i CONTROL batches by the turn of by the 


ELIMINATE bag dust, lint, and LIQUID 
sugar spillage... SUGAR 


TANK CARS—TANK WAGONS—DRUMS 


Order direct or through your Sugar Broker 


THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 Wall Street New York 5, N. Y. 
Plants at 
BROOKLYN, N. Y LOS ANGELES, CAL 
CHICAGO, ILL MONTREAL, CANADA 
* Reg. U. S. Pat. OF 




















scale, corrosion and correctly matched to the handling analysis of material handling op- 
controlled. It shows job. To receive a copy of the “How erations and the application of the 
corrosion is aggravated and to Order” Bulletin, write to Speed unit-load method with power-oper- 
ittacks costly equipment. And it ways Conveyors, Inc., 1261 Niagara ated industrial trucks and acces 
explains clearly to businessmen St., Buffalo 13, N. ¥ sories, has just been published by 
how algae and bacteria develop and the Electric Industrial Truck As- 
lamage cooling towers and other \ 72-page, practical guide for the sociation. Titled the “Handbook of 
vater-using equipment. With seri 
us shortages of major equipment 
ooming ahead, the consideration of 
combating deterioration problems 
becomes doubly important at this 
Lime 
\ cops if this new brochure 
Water Patrol for Profit Control,” 
can be secured without obligation 
bY addressing a request upon com 
pany letterhead to: Aquatrol, Ine., 
P.O. Box 12233, Houston, Texas 


Helpful buying information for 
usel of conveyors is contained in 
illetin just published by 
Conveyors, In 1261 

Buffalo, N. ¥ The 


how to determine cor 


Antal Currently building goodwill and sales of Vernor's Ginger Ale are the 

ous pretty Vernor twins—Nancy and Sally Campbell. Touring various cities 
in their special Jeepster. which is equipped with a cooler in the rear seat, 
the Twins sample both consumers and dealers. 











; : doda 
Benzoate of Soda “Seydel U.S.P.| | a sure-rire BT FOR PROFITS 


Standard for over a quarter of a century With NEECO Coffer 
( Sam deal 


‘ ~ r =. — 
SOBENATE 
>) 4 
A special benzoate for beverages of delicate 
flavor. Does not impart a taste. 


Samples and literature on request Recesncade: 
Vou IN 6 O2Z.. ai BOTTLES 
SEYDEL CHEMICAL CO.} |\, | for this pop 


JERSEY CITY 2, N. J. te 
Eetebliched 1908 ATLANTIC EXTRACT COMPANY 
134 FULTON ST., BOSTON, MASS. 
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It Costs No More to Use...Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 

it is brilliantly clear, free flowing, and exceptionally strong. 

You take no chances when you take advantage of our experience and 
service. You are assured of quality and dependable performance, 
backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


1300 W. DIVISION ST., CHICAGO 22, ILL. * 41-11 29th ST., LONG ISLAND CITY 1,N.Y 





Materia Handling,” the book, er 
tirely new in text, illustrations 
charts and diagrams, together witt 
engineering data, supplants the 
former Materials-Handling Hand 
book, also published by EITA 
which ran through six editions and 
Which was regarded as the standard 
1uthoritys on material handling 


ces employing industrial 


is Co., 80 E. Fillmore 
Paul, Minn., has issued a 


P-332, on its sanitary 


pump line. Profusely illustrated, the 


booklet shows and describes the ad- 


NEW PROMOTION 


Pushing the mixer value of their product, numerous Squirt bottlers are 
antages, uses and construction fea erecting “Squirt Snowball” (Squirt and gin) window displays in leading 
f Waterous pumps wine and spirits stores. 





copies of the book are sold 
with special quantity Giving specifications, dimensions, also covers six models with ca 
application. Executive capacities and outstanding mechar pacities up to 8000 Ibs. For a 
copy of either or both bulletins, ad 
dress Lift Trucks, Inc., 2425 Spring 
Grove Ave., Cincinnati 14, Ohio 


ny industry of business ical details, two new bulletins on 
plication on company let hand lift trucks are offered by 
The Electric Industrial Lift Trucks, Inc., Cincinnati. The 
wiation, Department PR bulletin on “Red Arrow’ single 


Broad Street, Phila stroke mechanical lift trucks covers How air pumps operate § and 


where they are used effectively are 


on fully described and illustrated in 
if EITA “Hydromatic” fluid ram lift trucks 


Pa., will be supplied a six models. Capacities range from 
Handbook with the com 2500 to 5000 Ibs. The folder 


Catalog 450 just issued by Leiman 


The World’s 


TRADE MARK REG. 


scr SLATIONARY 


REMOVED 


toe vew BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
e delicious real ltemonade 


the kind millions have Prevent danger to 
enjoyed since childhood the public. 
now bottled by over 250 bottiers with phenomenal 


(and profitable) sales. Write today—franchises Have long life. 
available in many territories 
{Tom Collins Jr. franchises also available.) 


A. J. LEHMAN CO.  212,Sveomere, st. wet Brown Manufacturing Co., Inc. 
HOW IT WORKS NEWPORT NEWS, VA. 
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Ginger +ole Flauors 


— FEATURING — 
MONTE CRISTO 


THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 





A Finer Vanillin of Exquisite Aroma. 








THEALL & PILE, Inc. 


297 Peari St. 


New York 7, N. Y. 





Bros., Ine., 100-F Christie St., 
Newark, N. J. The new catalog con- 
tains performance curves and speci- 
fication tables on their 4-wing type 
and 2-wing type air pumps and ac- 
cessories. Leiman Air Pumps are 
of the rotary positive type, designed 
for producing vacuums up to 29 in 
and pressures up to 25 p.s.i. 

A section of the new catalog deals 
with air motors which are simply 
air pumps operating in reverse with 
compressed air as the power source 
shaft transmits 
power to any device to be operated 


The revolving 


and provides variable speed control 
as well as safety where inflamma- 
ble vapors, gases, dust, etc. are 
present. The company also makes 
gas pumps for pumping city and 
natural gases and other non-cor 


rosive gases 


booklet, “The 
published by the 
Folding Paper Box Association of 


A new 53-page 


Folding Carton,” 
America, contains eleven sections 
which describe in detail such sub- 
jects as development of the indus 
try, folding carton design and basic 
styles, and use of various types and 
booklet will 


BIG PROFITS 


FROM LITTLE BOTTLES 
Your BOTTLES in MINIATURE 


Boost sales with an exact 
reproduction of your bot- 
tle and label in miniature 
— Give them as favors to 
distributors, salesmen, 
and visitors. A low priced 
advertising novelty. 


WK write for 


grades of board. The 


it BILL'S sveciatty mrs. co. 


433 N. 2nd ST. 


give to users of folding cartons a 
better insight into the many pro- 
cedures necessary to present day 
packaging. Free copies may be ob- 
tained by writing to Robert Gair 
Company, Inc., 155 East 44th 
Street, New York 17. 


Functions of its Speedylectric 
Steam-Jet Cleaner are described by 
Livingstone Engineering Co. in a 
new bulletin just released. The unit 
is a portable, fully automatic, main- 
tenance-free steam detergent ma- 
chine that eliminates excess water 
problems common to conventional- 
type steam cleaners. Copies of Bul- 
letin 74 are available on 
to the company, at 100 Grove St., 
Worcester 5, Mass 


request 


Specialty Engineering Co. has 
announced publication of its new 
catalog on “Zephyr Bodies.” The 
book describes and illustrates the 
various truck bodies produced by 
the company, and discusses the 
functions of each unit. The com- 
pany manufactures a complete line, 
including a cooler service and main 
tenance body, a cup service body, 


Consult your flavor supplier 





an advertising service body, and 
rack pallet bodies. The 
which also contains descriptions of 
other (bottle 
crusher, steel pallets, conveying sys- 


catalog, 


Specialty products 
tems), is available on request to 
Specialty Alle- 
Phil- 


Engineering Co., 
gheny and Trenton Avenues, 
adelphia 34, Pa 


Methods of solving spoilage prob- 
lems, particularly those occurring 
when the weather changes from hot 
to cool,,’are discussed in “Impor- 
tant Summertime Advice to Bot- 
tlers of Juice Type Flavors” —a new 
Helpful Service Bulletin (No. 10 
published by Hurty-Peck & Co., 
1423 Naomi St., Indianapolis 7, 
Ind. Authorzed by N. McClelland, 
technical director of the company, 
the booklet is available on request 

A new catalog describing the fea- 
tures and applications of Prufcoat 
BX White Enamel is offered by 
Prufcoat Laboratories, Inc., 63 
Main St., Cambridge, Mass. This 
new enamel may be applied to ma- 
surfaces, 


metal and wood 


even when damp, to provide a pro- 


sonry, 


tective coating which stays white 





ORDER 


with any fuel 


DSA-!2 


MILWAUKEE, WIS. 2414 DeKalb St. 





PROMPT DELIVERY 


of Kisco-Bilt Boiler 
Room Equipment 


NOW FOR 


KISCO STEEMATIC 


Vertical Water Tube Boiler 


The most efficient, most economical 
Boiler we've ever built 
Write for Catalog 


KISCO BOILER & 
ENGINEERING CO. 


for Firing 


St. Louis 4, Mo. 
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“the making of a GOOD ORANGE DRINK” 


PLYMOUTH BRAND 


Worida C. 


CONCENTRATE 


fresh, vitamin-full, sun-sweet oranges. ° 
orange beverege base fer 

bottied drinks—plain or cer- 
bonated. Easy to use and standard 


stabilizing vegetable gum, orange oil, 


.. . Mede from 
A high quality concentrated 
retreshing, healthful 


citric acid, 
. Vitemin C and color. 


81 YEARS 


Devoted To Quality Extracts 
Requests that you try our: 


* Ginger Ale Extracts + 


2 O: 


ized for suger, 


COOPERATIVE 


PLYMOUTH GITRUS PRODUCTS 


PLYMOUTH, FLORIDA 


under the 
conditions 


most difficult corrosive 


The extremely rapid, simple and 
accurate new “one-minute tests” for 
determining water hardness are de 
scribed in Bulletin 1RE50 just is 
sued by Hall Laboratories, Inc., 
Building, Pittsburgh 30, 
Pennsylvania 


Hagan 
Procedures, reagents 


and equipment for the 


new tests 
are pictured and described. The test 
procedure requires approximately 
one minute to complete, in contrast 
with the century-old “soap-shaking” 
method. Because of clear-cut color 
change at the endpoint of the tests 
the subjective or human-error ele- 
ment 1s 
within 1 ppm 

strated. The new 


ployed to 


eliminated. Accuracy t 


has been demon- 


tests may be em 
total 


hardness due to calcium 


determine water 
hardness; 
alone; or hardness due to magne 
sium alone (this last simply by dif 
ference between total-hardness and 


calcium-hardness results ) 


“Cooled Syrup Speeds Beverage 
Filling” is 
tant 


just one of the impor 
articles in the new 


issue of “Food,” published by Mo 


feature 


jonnier Bros. Co., producers of the 
world famous Carbo-Coolers, Water 
Coolers and Syrup Coolers, as a ser- 
vice to the bottling industry. “New 
Methods Click at 1.0.A. Foods” 
the production line story of one of 
the leading 
plete with 


beverage plants com- 
plant flow 
is another of prime interest 
These and other ar- 
ticles revealing the latest advances 


photos and 
sheets 


+ 


to bottlers. 


in production techniques and equip- 
ment make this 24-page “Food” one 
of the 
duced 


most 
For a copy, write to Mo- 
jonnier Bros. Co., 4601 W. Ohio St., 
Chicago 44, Illinois. 


informative yet pro- 


A new bulletin offered by the 
LYON - Raymond Corporation de- 
scribes the company’s 1000 Ib. ca 
pacity Hydraulic High Lift Truck. 
The specifications and construction 
details are clearly explained, and 
line drawings have 
show 


been made to 
dimensional data. The trucks 
are widely used for work position- 
ing, stacking and tiering, loading 
motor trucks, transporting skids, 
handling dies, etc. Write to LYON- 
Raymond Corporation, 26675 Madi- 


Pale Dry & Golden 


Pale Dry * No. 1828—2 Or. & 4 Ox 
* 2 Ox. & 4 Ox. Orange 


Try us and you'll always buy us! 


son Street, Greene, N. Y. for a copy 
of Bulletin 241. 

A new type of sanitary motor for 
the beverage industries is presented 
in a new bulletin issued by U. S. 
Electrical Motors, Inc. The bulletin 
illustrates different types of their 
new sanitary motors in full color 
with interesting details of a score 
of features. The motor is the en- 
closed type, for complete protection 
from drippings and other settlings, 
and is finished 
amel. On request, U. S 
Motors, Box 2058, Terminal 
Annex, Los Angeles 54, Calif., will 
send a copy. Ask for Bulletin 1607. 


in baked white en 
Electrical 
Inc., 


Rapistan Material Flow equip 
ment is described and illustrated in 
a new 24-page, 2-color catalog now 
available from The Rapids-Stand 
ard Company, Inc., of Grand Rap- 
ids, Mich. The fully-indexed catalog 
contains application tips, construc- 
tion features, and _ specification 
charts, useful for reference in solv- 
ing material handling problems 
Gravity conveyors, powered convey- 
ors, and hand and platform trucks 
are treated in 


separate sections 


7) <3 Ideal Concentrate for Bar or Home Service 


wy 


in 2 taste-pleasing varieties you'll reorder often 


_ COSCO PALE DRY 2-ounce 
(mixer type) GINGER ALE 


Gallons $8.50 


c Sing! c 
tots $8.00 Gallons $7.50 tots. 


COSCO SPECIAL 3-ounce 
(all-purpose) GINGER ALE 


$7.00 


Inquire about our accumulative rebate plan for economical flavor buying 


C. 0. & W. D. SETHNESS COMPANY 


1950 


December, 


ee a . CHi< 


J Se 


NOIS 





Chemicals you live by 


We’re the “LINE” 


that gets handed you! 


Do you think the term “engineered line of washing compounds” is just a 


“line” that’s handed you, a so-called “advertising line”? 
Here are the factors in bottle washing that DIAMOND ALKALI considers when 


ehzineerimg ¢ ompounds: 


Varying degrees of water hardness 

Variations in bottle washing machinery 

Types of soil—soot, oil, fats, dust, mold 

Removal of foils and labels 

Scale control 

Fast and complete alkali rinsing 

Control of human error in measuring out washing compounds 


ee 


SIAROND No one washing compound. regardless of who makes it. will suit all these 


conditions. coast to coast. in every kind of bottling operation. But ONE of the 
DIAMOND ¢ ompounds has been engineered to solve the proble m preset ted by 
any set of conditions. We can even reduce the possibility of human error by 
providing compounds of guaranteed uniformity. no matter how much ot 
how little is used 
To get in touch with the Let a Diamonp Technical Serviceman make a thorough analvsis of your 
DiamOND Technical Service- washing conditions. He can recommend a balanced compound that will give 
an, call your nearest vou the utmost in efficient washing. It can save vou a lot of money in a 


iD sales office year s time *s 


Mi. 
DIAMOND 





DIAMOND WASHING COMPOUNDS. 





——> 


DIAMOND ALKALI COMPANY . CLEVELAND 14, OHIO CHEMICALS 
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CLASSIFIED 


ADVERTISING 


SPECIAL 
ANNOUNCEMENTS 


CLASSIFIED. 
ADVERTISING 








RATES AND GENERAL 
INFORMATION 
ON CLASSIFIED ADVERTISING 


@ For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word 
@ Orders for classified advertising 
must be accompanied by payment 
@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns 
@ All advertisements appearing in 
these columns are bona fide. In an- 
swering same, please take notice that 
letters must be sent to the box num 
ber, initials, name or address given by 
advertiser, The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 
@ Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address All answers 
sent in care of this office are promptly 
forwarded 

NATIONAL BOTTLERS’ 

GAZETTE 

80 Broad Street, New York 4, N. Y 




















FOR SALE 


Business Opportunities, Bottling Establishments 


FOR SALE g 
LL 
} i" 
FOR SALE 
rs ‘ 
0 
FOR SALE 
OR SALI 
TTT 
FOR SALI 


December, 1950 





BOTTLERS’ TRADING POST 


SELL - EXCHANGE 


BARGAIN OFFERING 


200 gross attractive 7'2 oz. tall 
botties—suitable for chocolate 
2000 full depth cases 7 oz. flint sodas, 
small rame in glass 
3000 cases 7 oz. SQUIRT bottles 
5000 cares Dr. Pepper bottles 
5000 cases 7 oz. Circle A bottles 
300 gross 10 oz. ACL MISSION bottles 
500 gross 12 oz. flint sodas 
150 gross plain 32 oz. sodas, flint and 
emerald green 
SPECIAL VALUE:—24 12 oz. STEINIE 
COTTONWOOD CASES—PRACTICALLY 


WE BUY 





Check with us for real ''BUYS'' on other 
franchise bottles and cases 








AIDMON BOTTLE & SUPPLY CO., INC. 


7615 3rd AVE BROOKLYN 9. N.Y 
BEACHVIEW 8-3450 








iT IS INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write for free sample to 
CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, tll. 








GRAPE SODA JOBBERS 


Beginning in 1951 our Imitation Grape Soda 
Concentrate sales to bottlers throughout 
North and South America will be handled by 
protected territorial jobbers or bottlers who 
job. For an investment of a few hundred dol- 
lars and the proper interest the possibilities 
are good. Write box 406, c/o this office. 





Chartes S JACOBOWITL@ 


O71 MAIN ST AMHERST 2100 


BOTTLING QUARTS? 


If you need automatic fabeters for quart bottles 
and body and or neck labels, let us furnish you 
any one of the following 

World rotary automatic apacity 40-70 bpm 
Liquid ytary automatic (rebuilt in our 


BUFFALO 14, N.Y 



































pmatic (just taken out of service 
j-wide. or B-wide (price less thar 








half of new 
Or, we have the following bottle washers for 
juarts and pints available for immediate delivery 
Meyer-4-wide compartment (capacity 





Meyer 8-wide, 2-compartment, single-end 
apacity 4 ) bow 
Meyer &-wid mopart double-end 


Liquid 12-wide compartment (capacity 
bom., rebuilt in our New York warehouse 
Meyer \6-wide. 5-compartment, double-end 
apacity 160 bom rebuilt ¢ our New York 


Beverage Engineering 12-wide 
rebuilt in Buffale, price $2,500 
Barry-Wehmiller 24-wide compartment 
capacity 240 bpm... used 5 years only 
This i a partial listing only—what are your 
equirements? 


compartment 





4 
Sewing Amerucan Dndusirg for over 30 Years 


FOR SALE. © 


. . + 
FOR SALE 
Machinery, Apparatus, Materials, Bottles, Boxes 
FOR SALE.— 1,000 cases Sq 
I y 7-02 apacit $1.00 ase 
plant MUNDORFF BEV. CO., IN¢ 
Wil 11 


ngt e 1-2 





FOR SALE.—15 Mills cup machines, used; at 
a sacrifice price —COCA-COLA BOTT. WKS 
1527 Church St., Nashville, Tenn tf 

FOR SALE.—1 M SUN sy 
ele i i c M e 
a r 2 I l Ss 

r I ‘ trical 
” Vv pha ‘ g i 

t Pr. O. BOX 8 
1}.-1 

FOR SALE ( 

1) ga + 1 My LOM 
whe 1 Tr “Oe 
Lame { 
B 
I B,D M ( 
W 
bk FILTES 
APER CO ea) M \ ( if 
‘ Sink ! 
FOR SALE AW) wa ‘ 
W, i rig ate, $1,400; |} kK \ 
t ashe ’ ’ | g oon 
itl g I nitie 1m 4] 1 
noo ‘ price f 
CLICQUOT CLUB BOTT. CO HARRIS 
BURG ING S13 S. 17t 1 
12.-3 
FOR SALE.--\ mx c 20 
tor Lig 1 32 spout tlle " I t e lM 
Magic Gna irbonat 
t plant ¢ € 120 gpl | 1y 
2W » 2 er “yr € | l 
4 my 2 “> 
ESBITT Be 
co weroN \ R ( 0 ] 

FOR SALE ( 1 

1 Better Built 
Irw t 
M F Dixie, I ‘ M cD 
W t 
1.000) or 1 Lu e 
€ ! la l 

' uty PHILIP MYF REVE sd 
E. 156th St., B ‘ 12 

FOR SALE..- Washer; D& 

tf ' < t ne ue 
5M © $2,900 { 
6-w 120 
t+ A ' n #120 é 
S100 writ \ BI 
} I I \ 
FOR SALE. © 
pe “4 
BOX 405 eae 
133 





FIRSTENBERG'S = 


WINTER SPECIALS 


Offerings From Our Great Stock At Savings Up To 
90% On Our ‘‘Rebuilt and Guaranteed” 
Bottling Equipment 
24 Spout Red Diamond-Reeves Drive 

24 Spout Cem Filler and Crowner 
40 Spout Cem Filler and Crowner 


40 Spout Liquid low pressure with 8 head 
crowner 


Dixies hand feed and automatic—all models 


4-8-12 and 16-wide Meyer and Liquid bot- 
tle washers 


250-1,000 gal. Cem saturators 
Permutit water filters 

6-wide Heil bottle washer 
World Rotary Automatic labeler 


WIRE... WRITE... PHONE... 
and convince yourself. 


FE irsTENBERG 


BOTTLERS’ EQUIPMENT CO. INC. 
301-307 Powell St., Brooklyn 12, New York 











WONDER ORANGE CO. 


223 W. ERIE $T., CHICAGO 10, ILL. 


ACID PROOF CARAMEL 
FOAMING TYPE CARAMEL 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Samples on Request 


D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH-AVENUE, LONG ISLAND CITY 1, N.Y. 








Multiplex *Sveer* Dispensers 
For BARS and TAVERNS 
Fresh Carbonated Drinks 
COLA 
LEMON 


GINGERALE 
SELTZER 


SPEEDS SERVICE 
o INCREASES PROFITS 
ELIMINATES BOTTLES 

Write for Folder and Prices 
MULTIPLEX FAUCET COMPANY 
4321-27 Duncan Ave., Dept. V.B.C.-14, St. Louis, Mo. 


Manufacturers of Bewerage Dispensers for 45 Years 





Yoo-Hoo 


CHOCOLATE 
BEVERAGE 





Makes 
Repeat Sales 


Year round profits are 
yours when you distribute 
Yoo-Hoo. For this deli- 
cious chocolate drink. 
served hot or cold, has 

the kind of flavor and 
quality that makes it a 
12-month favorite. 


Write for complete details of 
the Yoo-Hoo bottling fran- 
chise in your territory. 


» YOO - HOO CHOCOLATE PRODUCT 


i City National Bank & Trust Co. Bldg 
\ Room 404, Hackensack, W. J. and Batesburg. S.C 
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BARGAINS! BARGAINS! BARGAINS!!! 
CLASSIFIED on SNPS Sass CLASSIFIED 
ADVERTISING 1,500 cuses 24/8 on. flint ““Varsity’’ good tor for chocolate | ADVERTISING 





10,000 cases 24 7 or. flint ‘Joe 

1,000 cases 24 7 oz. ACL Cheer-Up 

6,000 cases 24 7 oz. amber plain White Rock shape 

5,000 cases 24/7 oz. emerald green ‘‘ACL'’ water 

shape 
FOR SALE elde € age b 60,000 heavy fibre cartons 24 7 oz. amber export 
De erage age le t 2,000 cases 24 6'2 oz. flint sodas ‘‘one bra 

150,000 full depth 7 oz.—6,000 full depth 32 oz. cases 
Numerous other lots. We solicit your inquiries. 
Get our offers on your surplus botties—crowns. 


1. BASKOWITZ BOTTLE CO., 


FOR SALE. WV " . 1301 Grand Street Brooklyn 6, N. Y. FOR SAL E 
_ r - ! t t atic t tle wa 


I W BON 





FOR SALE 168) gall 


ginger ale 





We Will Buy At Any Point sori KS FOUL 
Any Quantity of Emptied 10-Gelion Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; FOR SALE. 6,00) 0 
aad Also Weoden Kegs, Barrels and Steel : SOc pe 


Dreams. NJ MOXIE “BOTT 
1 


\ tur 12 
BUCKEYE COOPERAGE CO. 
3803 Orange Ave. Cleveland 15, Ohio FOR SAL E , : 
FOR SAI ‘ Sak ahs ul start ited ‘and O75 Bi Ion 





deptt 


1ARVI 


r been used; S680 pe 
SOUIRT BEV. CO 





FOR SALE 


FOR SALE 


1,000 cases 12-02. capacity, flint, tall, semi-steinie with . 7 
private ACL; 2,000 cases flint, 10-02. capacity, private S ~E& 2 magnifying gla inspector 
ACL, tall sodas packed 24 to full depth shell; 1,000 light ! cheay SEVEN ‘ P BOTT co 
FOR SALE 4 r \ ‘ cases 32-08. capacity flint quarts with private ACL, Jenning 11.-1 
" oT packed 12 to full depth shell; 1,000 cases tall, i2-o« 
capacity, flint, plain sodas initialed on shoulder; one 
carload 7-ounce capacity tall, flint sodas with private FOR SALE Several hundred gross 6-02 
ACL; 300 gross 6-02. capacity ACL Chero bottles j m green color applied bottles; they make 
SIGNER BOTTLE SUPPLY CO. beautiful package.—GOI — AGE BEV. CO., 
Cincinnati 14, Ohio NC., Akron 6, Ohio.—6.-tf 


Ri 





FOR SALE 





WANTED TO BUY 
DOMINION KOLA BASE Bottling Outfits, Bottles, Boxes, Machinery, Materials 
Highest Money Value & Concentration 
Superior Flavor od hibegres on 7 ig’ Soaoraigle i = Pah ne — on 
Samples & Prices on Request ite ~ te ; ler cot 4 ( Ol yy BOTT 
DOMINION PRODUCTS, INC. i, kdway, Thermopolls, Wyo.--L1.-2 
10-40 44th Drive L. I. City, N. Y. 


po AR RR rh 9 se 


Raw a 





neearaThee 


WANTED TO BUY 2 t i wide, 4 





ee: 


“ er, prete 
M 1) ‘ I BON 40s 

WANTED TO BUY Labeler that will handle 
“Ye wate bott 


BRUMM & SONS, 18145 
Lore Ave Lansing, | 11 


CONSULTANT WA NTED TO BUY 
: r J { 
Preparation and Production of Carbonated Beverages = shape and at a ve 
hine € et € p re 
Leading U.S. A. and Foreign Manufacturers price ght —I. A., BOX 
Served 
DR. FREDERICK H. POLLACK oar al ED TO BUY.—2 
Lorree Laboratories 
8-26 Astoria Beutevard Leng istend City, N. Y. 











FOR SALE HELP WANTED 


1 Better Built Bottle Washer 6-12-16 oz. bottles, 90 Foremen Helpers, Practical Bottlers, Salesmen 
per minute, three washes and one drying operation eee tenance — _— — 
Complete with pumps and motors HELP WANT ED 

R. O. PHILLIPS-WYETH INCORPORATED 

Mason, Mich. 





December, 1950 











WANTED 


WANTED 


0 


WANTED 


WANTED 


ELP WANTED 


HELP WANTED.—Salesmen 
flavor house wants representation, all 
England states; several specialty items 
portunity ATLANTIC 


13% Fulton St. Boston 13, Mass.—5 


HELP WANTED 


} o flavor house t will 


tat 
side line 
CO., INC., 5 


{ 


HELP WANTED 


HELP WANTED 
} M I 


HELP WANTED 


e 


but 
Roo 
EXTRACT CO 


Salesmen wanted; 


new progressive 
New 


io 
ING 


old es 
consider 
time SSSENTIAL PRODUCTS 
’ Fulton S N. Y. C.—8.-tf 








WORK WANTED 


Situations — Sale«smen, Bottlers, Eoremen 


WORK WANTED 


WORK WANTED 


Helpers 





FOR SALE CHEAP 


1 Liquid Carbonic Super Kleen Sooker and Washer, 
Ser. £2433, handies all sizes, 200 btis. per min. 16 
btis. wide, 36° length, 12' high, 10° wide. A one floor 
machine. 5 years of actual use. 

1 Ermold Bottie Labeler, Ser. =+=12308, 8 btis wide, 
180 per min. 7° long, 7° wide, 7' high. This line is 
complete and intact including all connecting conveyor 
links, Universal bends with revolving discs, etc 


BISON BOTTLE COMPANY, INC. 
28 Wasson St Buffalo 10, N. Y 








FOR SALE 


1500—Single Shell Steel Quarters. 

500—Lee Steel Half Borreils, 1947 & 1948's. 
15000-——-Wooden Export Cases, paper partitions. 
5000—Wooden Quart Cases, paper partiti 
3000—Aluminum Half Berrels. 

1—Ermold Labeler, 8 Wide. 

5000 gr. 12 ez. Brown Export Botties 

500 gr. 7 oz. Brown Export Botties 

1000 gr. 12 oz. White Export Botties 


GIRARD MACHINERY & EQUIPMENT COMPANY 
134 S. Second Street Reading, Pe. 





FOR SALE 


FOR SALE: Beverage coolers, brand new, siant front, 
dry type 6 or 8 feet long, with coils and expansion 
valves $175.00, F.0.B., N. Y. Also flat top coolers, 
brand new, wet or dry complete with condensing unit 
$185.00, F.0.8., N. Y. 


INTERSTATE APPLIANCE CO., INC. 
600 Broadway, New York, N. Y. 








LIQUIDATING BOTTLING PLANT 


1—Weouwkesha 25BB Stainless Stee! Sanitary Pump 
1—U. S. Bottlers Rotary Washer 


1—Infilco 12°’ dia. Pressure Filter with 12°’ dia 
Hydrodarco Purifier 


1—Manton Gaulin Homogenizer No. 125 CGD 

Lot Stainless Stee! Sanitary Fittings, Vaives & Tubing 

ALL EQUIPMENT PRACTICALLY NEW — SOME NEVER 
USED 


Large stock stainless steel storage and mixing tanks 
rom 30 gal. to 500 gal 


PERRY EQUIPMENT CORP. 
1519 W. Thompson St. Phila. 21, Pa. 








FOR SALE 


1 Cor Emerald Green 12 o:. beers 
2 Cars plain 24 oz. packed in one doz. cartons 
One cer lood of applied color Whistie botties 7 oz 
new 
One car load emerald green Bubble Up Applied color 
7 oz. bottles new. 
R. PELTZMAN BOTTLE CO. 
1721 Holmes St. Kensas City 8, Mo. 








FOR SALE 


Large lot, 24 oz. flint and emerald green plain 
soda bottles. Packed in one-dozen cartons. 


M. JACOBS & SONS 


2903 Beaubien St. Detroit, Mich. 


WORK WANTED.— Reliable 


saie 


nagement 


3OX 401 —11-1 





MISCELLANEOUS 


MISCELLANEOUS W 


MISCELLANEOUS 








rATEMENT 
d cireulatior 
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FOR TASTE IMPROVEMENT... 7) 


NORTHWESTERNERS, TOO yt WH Yl" 


with 


PFIZER ACIDULANTS | 


From the Columbia’s surging power to the Sewanee’s placid 
flow, Pfizer Quality Acidulants are country-wide favorites for 
improving the taste of fruit-flavored beverages. “Treated” 
this way, even the best flavors get a taste-tingling lift. What's 
more, free-flowing, non-caking Pfizer Acidulants dissolve 
f-a-s-t... cut costs... give you even acidulation every time. 


te tp By 
ih rk" 





ety 


, nn 

a fy , 
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ae \ aaah 
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- 

ex “ 
= 

ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6,N.Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 











foole . Jenks 


JACKSON, MICHIGAN 





THIS PUBLICATION IS REPRO— 
DUCED BY AGREEMENT WITH THE 
COPYRIGHT OWNER. EXTENSIVE 


DUPLICATION OR RESALE WITH- 
OUT PERMISSION IS PROHIBITED. 





